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Wirz tubes stand the test in 
the consumer's hand. That's why 
year after year so many of the 
public’s favorite products are 
packaged in WIRZ tubes. Pro- 
duction and sales executives 
realize WIRZ tubes have an 
extra merchandising value which 
pushes sales curves upward. 


WIRZ tubes fit into modern 
marketing and merchandising... 
they give sanitary protection, 
convenience, and eye appeal... 
they help sales climb. Ask our 
representative to show you how. 
There's no obligation. 


COLLAPSIBLE METAL TUBES tae by G HOUSEHOLD CAN SPOUTS 
METAL SPRINKLER TOPS . * (19, Vel. AND APPLICATOR PIPES 
Established 1836 
A. 


CHESTER,UVP:! 


NEW YORK, N. Y. CHICAGO, ILL. DANVILLE, CAL. MEMPHIS, TENN. HAVANA, CUBA 
30 E. 42nd St. 80 E. Jackson Bled. A. G. Spilker Wursburg Bros. Roberto Ortiz Planos 





DISCOBOLOS 


(Discus Thrower) 
Vatican, Rome 


Philadelphia 





HE enduring quality of the classic sculpture of the 
ancients instantly impresses itself upon even the most 


casual observer. And it is much the same with any of 


the deluxe Vidal-Charvet specialties. For here are 


perfume bases honestly devised, scientifically built 


only of the best materials procurable, created by veritable 


artisans, and each product best fitted to fill the niche for 


which it was intended. 


QYALURY 


The entire perfume and cosmetic industries have heard much 


of this Vidal-Charvet group. The unimpeachable character 


of Ungerer & Co., the reputation of this superlative line of 


specialties, and the distinctive nature of each and every 


Vidal-Charvet specialty—all are characterized by Enduring 
Quality. 
Your perfumery or cosmetic items might very agreeably surprise you 


when enwreathed in various Vidal-Charvet odors. It’s worth the test. 
Consult any of our territorial representatives or personally write us. 


UNGERER & COMPANY 


13-15 West Twentieth Street, New York City 


Boston Chicago 


St. Louis 





Los Angeles San Francisco 
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r...IT COMES FROM |MYSORE| 


HE World's finest Sandalwood—Santalum Album (Linné)}— 
is grown in the State of Mysore. The Oil richest in Santalol 
comes from the Heart-wood, and nothing but selected Heart- 


wood is used for the production of MYSORE OIL. 


This, together with scientific distillation, accounts for the univer- 
sally recognized superiority of Mysore Oil, and is why Mysore Oil 
is always taken as the standard measure of quality. 


There is no_ satisfactory substitute 
for the perfume value imparted by 


Genuine Mysore Sandalwood Oil. 


Most perfumers and soap manufacturers prefer to use natural 
products; due to uncontrolled supplies, prices often advance 
to such a point that they have to limit the use of natural prod- 
ucts and use cheaper synthetic materials with varying success. 


This situation will not develop in the case of genuine Mysore 
Sandalwood Oil. The Forest Department controls the cutting of 
trees in such an intelligent and farseeing manner that large or 
potentially large users of genuine Mysore Sandalwood Oil are 
assured adequate supplies at reasonable prices at all times. 
Sole Agents for 
the United States e 


W. J. BUSH & CO., Inc., Distilled at our Linden, N. J., plant and offered only in original 


New York sealed and numbered containers. 
* 


Sole Agents “—— Ofdefte Sfferrce 9 iftifftrs’ ; 


for Canada 


W. J. BUSH & CO. 
(Canada) Ltd., W J 4 € O 
Montreal, Canada i ‘ USH & 5 
INCORPORATED 
Essential Oils .. Aromatic Chemicals . . Natural Floral Products 


NEW YORK, N. Y. 


London Mitcham : Messina Grasse 
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ESTABLISHED 1845 


BATZOUROFF & Co. 


SOFIA, BULGARIA 


fame OTTO OF ROSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES : 
CHICAGO-SAN FRANCISCO 
Oh BS au 


Publication office, Chestnut & 56th Sts., Philadelphia, Pa Editorial and Executive offices, 
r I S. A. and Canada; Foreign $4.00. Volume 38, No. 2. Entered as second class 
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Sales Increase Because 
Users Enthuse Over 


APLI cosmetic specialties 


tlie Perfumers’ Laboratories have been making 
processed specialties such as rouge and lipsticks for lead- 
ing cosmetic houses for sixteen years. Our distinguished 
clientele reports sales increases for 1938 well in advance 
of the industry as a whole. 

A vital reason for this result is the fact that APLI 
products win enthusiastic consumer approval. Users 
quick y recognize the superior qualities of APLI cos. 
metic specialties. And consumer preference merely con-~ 
firms what the microscope reveals...infinitely fine texture 

. absolute uniformity ... colors of the highest purity. 

We have a fund of up-to-the-minute information on 
current cosmetic trends which we will be pleased to 
make available to you. Please address requests to 


Mr. A. E. » lullen. They will receive prompt attention. 


AMERICAN PERFUMERS’ LABORATORIES, Ine. 
(Makers of the World's Finest Cosmetics 
30 ROCKEFELLER PLAZA, NEW YORK, N. Y. 
In Canada: 1015 St. Alexander Street, Montreal, Quebec 


PRIVATE BRANDS EXCLUSIVELY 
PRODUCTS LIABILITY INSURANCE 





known. The products, being of a fixative nature, are of tremendous 
advantage where the use of alcoholic tinctures is inadvisable. Resinoids 
serve a double purpose in that while they increase the lasting power of 


the perfume, they frequently bring about that unusual note, which is 


BENZOIN 
CASTOREUM 
CISTE LABDANUM CLAIR 
CISTE LABDANUM GREEN 
CISTE LABDANUM BROWN 
CISTE LABDANUM INCOL. 
CIVET 

CLOVES 

COSTUS 

GALBANUM 

GERANIUM 

LABDANUM 

LABDANUM CLAIR 
LABDANUM No. 34 
LABDANUM D.P. 
LABDANUM BLANCHE 
LABDANUM SUPREME 


ESINOIDS 


TOMBAREL PRODUCTS 
CORPORATION 


9 East 19th Street New York, N.Y. 


L. J. Zollinger, President 


The importance of resinoids in perfumery and soap making is well 


so often a characteristic of the successful product. 


Write us for details and prices 



















LAVENDER 
MOUSSE DE CHENE 
MOUSSE DE CHENE $ 

OPOPONAX 
ORRIS 
ORRIS SUPREME 

PATCHOULY 


' 
I 

PERU 

PERU CLAIR 

SANDALWOOD 

STYRAX 

STYRAX CLAIR 
: 









TOLU 

TOLU CLAIR 
TONKA 
VANILLA 
VETYVERT 
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~s have captured the imagination and 

osc f the buying ba : throughout the land. 

, problem... for quicker sales results and more 
t _. substantial profits! 


KIMBLE GLASS COMPANY ..-.-- VINELAND, N. J. 


NEW YORK*?+ CHICAGO*®+ PHILADELPHIA*++s DETROIT*++ BOSTON 
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erfumer must be essentially an imaginative and creative 


e who can deftly blend ingredients into an original 


industrial value, the perfumer's 
ed on sound scientific prin- 
ion, uniformity and prac- 


slication. 





New York Office: 
SELWELL H. CORKRAN 
30 East 42nd Street 
Phone: MUrray Hill 2-3447 
e 

Chicago Office: 

H. G. MacKAY 

444 W. Grand Ave. 
Phone: SUPerior 1676 
* 

Hollywood, Cal., Office 
C. H. E. DUNN 
Guaranty Blde. 

6331 Hollywood Blvd. 
Phone: Hollywood 0111 
a 

Boston Office: 

H. P. TUCKER 

52 Chauncey Strect 
Phone: Hancock 0398 
e 

St. Louis Office: 

The DICK DUNN Co. 
Merchandise Mart Bldg. 
12th Blvd. & Spruce St. 
Phone: Central 3544 

* 

Detroit Office 

H. E. BROWN 

321 Curtis Bldg. 

2842 W. Grand Blvd. 
Phone: Trinity 2-0191 
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UNBREAKABLE THREADS 


N the lives and accomplishments of the two renowned 
American statesmen whose birthdays are celebrated this 
month there is a significant lesson for us all. It is the lesson 
of Opportunity. Washington, man of wealth and aristoc- 
racy——Lincoln, son of poverty and the soil—two lives in 
sharpest contrast, yet each possessing that nobility of spirit 
and character which gained for him the world’s undying 
acclaim and admiration. In the very sharpness of these con- 
trasts and the greatness of their achievements is an unparal- 
leled example of the limitless opportunity that exists today 
for the individual, regardless of rank or fortune, and for 
the organization, whether large or small, as long as there is 
no lack of strong, basic fiber from which the mantle of suc- 
cess or greatness can be woven. For those of us in the busi- 
ness of making and selling perfume materials and finished 
products, such fiber must be spun from unbreakable threads 
—from integrity, ability and good purpose of management, 


and from honesty of product and service. 


FRITZSCHE BROTHERS, Inc. 
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When confronted with any problem per- 
taining to perfuming, please remember that 
we have the facilities and experience for ren- 
dering you valuable assistance. Availing 
yourself cf FRITZSCHE-supervised service 
obligates you in no way other than to take 
advantage of our suggestions in the event 
they contribute to the solution of your prob- 
lem. You may consult us at any time, freely 
and in confidence. 


— se $6.00 \ 


eat Gardenia 
woory A gelightte 7,00 } 


You'll get ALL THREE 


(C omretinive success often hinges 
upon little things—upon the perfumer’s 
alertness, for instance, in investigating 
and applying to his products materials 
which offer possibilities for increased 
economy and appeal. 


It is the alert perfumer who will profit 
most by the fine selection of materials 
offered on these pages. He'll profit be- 
cause he'll find that they represent genu- 
inely good values—that they combine the 
latest findings of perfume research with 
good quality,—and at moderate cost. 



























in these SELECTED COMPOUNDS... 


We suggest that you look over these lists, 
pick out one or two of the most interest- 


ing items and request us for samples. For C 
Then, upon receipt, put them to every LO 


practical test, preferably in comparison 























with odors of similar type and comparable COLOGNE No. 7 
cost. The results, we feel sure, will prove, Cologne , 
better than words, that our claims for the 

up-to-dateness, economy and quality of COLOGNe No. 7 


these materials are fully justified. 


COLOGNE No, 7 
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When writing us for samples, we sug- 
gest that you give us any details con- 
cerning your product which might 
enable us to offer helpful suggestions 
pertinent to the perfuming problem 


FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW YORK, N. Y. 
BRANCH STOCKS 









BOSTON CHICAGO LOS ANGELES ST. LOUIS TORONTO, CANADA MEXICO, D. F. 
FACTORIES AT curertroN, N. J. AND SEPLELANS (VAR) FRANCE 
SS 


Seillans: 
ESSENTIAL OILS 


Extra Fine 


ITHOUT doubt, these perfume and flavor oils, produced in our Seillans 
Plant, are the finest that can be made. Absolutely pure, 100% oil without 
admixture or addition of any kind, they set a quality standard that may be 


matched but cannot be surpassed. 


For your consideration, we offer this enlarged selection of Seillans Essential 
Oils: 


ANGELICA ROOT LABDANUM 
ANGELICA SEED MARJORAM, SWEET 
BALSAM TOLU MASTIC 
SWEET BASIL ee 
. wae i 2 
aan NEROLI, BIGARADE PETALE 
3 rr ae OLIBANUM 
CARROT SEED OPOPANAX 
CELERY ORRIS ROOT CONCRETE 
CHAMOMILE, GERMAN ORRIS ROOT, TENFOLD 
COSTUS ROOT PARSLEY LEAVES 
CUMIN PARSLEY SEED 
CYPRESS PATCHOULY 
ELEMI PETITGRAIN BIGARADE 
ESTRAGON SAGE MUSCATEL 
FENNEL, ROMAN VALERIAN 
HYSSOP VETIVER 


* Pronounced SAY-ON 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


BRANCH OFFICES: 
ATLANTA, GA. COLUMBUS, O. NEW ORLEANS, LA. PHILADELPHIA, PA. SAN FRANCISCO, CAL. 
508 Standard Building 21 East State Street 813 Louisiana Building 12 South 12th Street 1325 Howard Street 
BRANCH OFFICES and STOCKS: 


BOSTON, MASS. CHICAGO, ILL. LOS ANGELES, CAL. ST. LOUIS, MO. 
206 State Street 118 West Ohio Street 816 West 8th Street 308 South 4th Street 


FRITZSCHE BROTHERS OF CANADA, LTD. PRODUCTOS FRITZSCHE BROTHERS, S. A. 
77-79 Jarvis Street, TORONTO, CANADA Mesones 24, MEXICO, D. F. 


FACTORIES AT CLIFTON, N. J. and SEILLANS (VAR) FRANCE 





OF ALL LEMON OIL 

SOLD IN THE U.S.A. 

WAS EXCHANGE OIL 
OF LEMON 


ae ea), 
THE AMERICAN TASTE 


COLD PRESSED 
NT RAe Tad) 


ee | 
LEMONS 


HERE you have the fact 
and the reason for it. 
Quality and fair price have 
made Exchange Brand the 
fastest selling oil of lemon in 
the United States by 2 to 
1! 
It is made in the largest 
plant in the world devoted 


February, 1939 


OIL OF LEMON U. S. P. 


Sold to the American market exclusively by 


FRITZSCHE BROTHERS, INC. 


76 Ninth Avenue New York, N. 23 
DODGE & OLCOTT Sou yaur 
180 Varick Street, New York, N 
. Distributors for 
California Fruit Growers Exchange 
Products Department . . . . Ontario, California 
Producing Plant: 


EXCHANGE LEMON PRODUCTS CoO. 
Corona, California 


exclusively to lemon products. 
Nowhere else has uniformity 
been so exactly attained- 
or the American taste so suc- 
cessfully met. 

Next time specify Exchange 
Brand Oil of Lemon, U. S. P. 
(Clarified). Find out why it 
leads in popularity. 6. ine. 103, 


California Fruit Growers Exchange, Products Department 


9 
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The exotic bouquet of the Orient — imparting a rare, 
lasting fragrance of the Far East. Ideal for fine per- 


fumery, powders, etc. 


$30 per pound A trial ounce $2 


FLORASYNTH LABORATORIES: 


1533 OLMSTEAD AVENUE - NEW YORK 


CHICAGO , DALLAS ,. DENVER , LOS ANGELES , NEW ORLEANS 
SAN FRANCISCO , SEATTLE 
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INFORMAL CATALOG PAGES 


No. 4 of a series being published to facilitate your selection of the 
right stock bottle for your particular need. We suggest you file 
this page for further reference. New sizes are constantly being 
added to our line. If you want a size not listed for any size illus- 


trated, ask us for price quotation on your requirements. 


STYLE 368 TALL STYLE 389—ava'lable in Three Sizes 


—Available in Seven Sizes DESIGN PATENT PENDING 
DESIGN PATENT 107,225 1 dr. 425-8 mm. 
415-15 mm. dr. 425-10 mm. 
410-18 mm. oz. 410-18 mm. 


410-18 mm. 
410-20 mm. STYLE 369—available in Two Sizes 
410-22 mm. DESIGN PATENT 99,064 


410-22 mm. 3 oz. 410-20 mm. 
410-22 mm. 4 oz. 410-20 mm. 


368 SQUAT STYLE 382—Available in Two Sizes 


—Available in Three Sizes CEO PATENT Maes 


DESIGN PATENT 107,225 . 400-20 mm. 


425-13 mm. ° 400-22 mm. 


425-13 mm. *Not regularly carried in stock. Ask us for 
410-20 mm. quotations. Sizes illustrated are underlined. 


CANN LOWREY, Close Ge 


FACTORY AND MAIN OFFICE: BALTIMORE, MARYLAND 4% 
NEW YORK OFFICE: 500 Fifth Avenue, Phone Chickering 4-0592 : 
CHICAGO OFFICE: 1502 Merchandise Mart, Phone: WHitehall 4326 
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SLIP CAPS 












Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


CAP 


For perfumes, talcum and _ tooth 
powder, bath salts, lotions, etc. 


TALCUM CAPS—Plain& Knurled 


Furnished in a variety of de- 
signs in fancy metal—plain brass— 
aluminum — brass_ nickel plated 
—nickel silver —stainless steel 
Enameled caps, all colors. 
Our “Negative Finish” resists 
acids, alkalies and alcohol. 


Samples and prices on request. 


| 
BRASS 
GOODS 


412.8 M/M 456 13. M/M_ 406 10. M/M_ 503 13 M/M 300 18 M/M 
MANUFACTURING CO. 
345 ELDERT STREET 
BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 





404 20 M/M 10-Sided 387 20 M/M Round 


(s i. t 5 413 20 M/M Round 


471 10 M/M Round 5258 M/M 408 13 M/M Round 


MISCELLANEOUS 






444 20 M/M 


TWO PIECE BALL CAPS 








Q 


429 10 M/M 





si y 


PULL-UP TOOTH POWDER TOPS 
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428 33 M/M 


a 


505 38 M/M : 
388 15 M/M 





355 Salt Cap 500 28 M/M 469 Pepper Cap 





CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


B-G Caps for Perfumes, Talcum, Tooth Powder, Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round. 
Square, Oval, Slotted). 
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* 
ONE OF THESE HELFRICH eo ae ee POWDERS 





vackaged with your private label 
| 8g : I 






will quicken and permanently expand your sales 


——E 


A Helfrich developed powder sets a 
consistent standard of top quality. 
Lloyd’s Product Liability Insurance 
fully protects our clients. And you can 
be assured that our products will al- 
ways be in conformity with existing 
regulations of the Federal Food, Drug 


& Cosmetic Act. Daily, in thousands 


of retail stores, Helfrich cosmetics are 
being sold under nationally known 
labels—proof that they are thoroughly 
sales tested. You may buy them in 
bulk or send your containers for us to 
fill. Or, if desired, we furnish you with 
complete consumer-packaged units 


(any standard container you select). 










We make private brand cosmetics exclusively. We do not compete with those we serve. 


The Helfrich Line of Radiance Cosmetics includes: LIPSTICKS e CREAMS © POWDER 


ROUGE COMPACTS @ CREME ROUGE e LOTIONS @ EYE SHADOW @ COSMETIQUE 


HELFRICH Laboratories 


HELFRICH LABORATORIES ® 564-570 West Monroe Street, Chicago 
HELFRICH LABORATORIES of N. Y. Inc., 30-34 West 26th St., New York 
HELFRICH LABORATORIES OF CANADA, Ltd., 690 King Street West, Toronto, Ontario 
CABLE ADDRESS: HELFLABS, NEW YORK *® CHICAGO *® TORONTO 
BALDWIN & BALDWIN ® 819 Santee St., Los Angeles, Calif. CHAS. H. CURRY ® 420 Market St., San Francisco, Calif. 
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In addition to swivel and automatic 
lipstick containers, Bridgeport pro- 
duces a wide variety of slide-type 


cases for the popular priced field. 


The 


BN DGEPORT f 


METAL GOODS MFG. 
ESTABLISHED 1909 | 


BRIDGEPORT, CONNECTICUT ° Tel. Bridgeport 3-3125 


VANITY CASES ® ROUGE CASES © PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS ® EYEBROW PENCIL HOLDERS ©® BOTTLE CAPS ® JAR CAPS 
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FOR THE FIRST TIME, 
A PERFUME COM- 
POUND ACTS AS A 
SUN-SCREENING 















RSE 
ASS 


eR eT arnt er 


WAVE LENGTH. MILLIMICRONS 


—_ effective; 
not on by a 
Spectrophotometer, 
butalso by actyal 
| tests under the 


sun it. various 


PERFUMES THAT SCREEN OUT BURNING RAYS _ isituser des see 


sons. 
(Trade Matk Applied for) 


SUNAROMES produce effective, exquisitely scented mixtures of the above. \ The perfume compound 
sun tan preparations in a simpler, modern, more itself (SUNAROME) acts as an effective screening 
economical way. Al! that you, the manufac- agent. 


turer, have to do is dilute REMEMBER! SUNAROMES are 
not chemicals with unappealing 


SUNAROME Perfume jwith shale 
odor, but scientifically com- 


| the medium you prefer tT ; pounded, non-irritating perfumes 
4 2 ie water-gum, } that are solukle in water, alco- 

hol or oil . .\. giving positive 

water - alcohol, water i ; te 


protection against the sun's 


alone, liquid cream base, e CHEMICAL COMPANY, INC. burning rays! Keép up with the 
" j a news! SEND FORSAMPLES AND 
mineral | oil, fatty oils \or FY 603 Johnson Ave. Brooklyn, N. Y. DESCRIPTIVE BOOKBET NOW! 


' MANUFACTURERS OF AROMATIC CHEMICALS, NAT- 
URAL DERIVATIVES, PERFUME OILS, ARTIFICIAL 


WER AND FLAVOR OILS 
STOCKS IN PRINCIPAL CITIES 
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Y 
FOUR OF ® te DESIGNS 
sMART; MODERN 


1 
in 
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rch $4 
Prer 4. sizes 


1 
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sizes 
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2. SiZeS 


$é apea 
Ge and 32° 


Send For Sample 
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5 THEY MAKE WOMEN SAY 


|, ak “9 bbe the books of that 


(and THAT might as well be your product) 


— 


- SMART, modern styles with graceful contours which appeal to feminine tastes and 


\S 


feel at home in feminine hands—crystal clearness which enhances the inviting color 


of your product—that is what Maryland Flint Bottles offer as an aid to your sales. 

MARYLAND GLASS CORPORATION 
BALTIMORE, MD. ; . - ' 

waa Send for samples of any of the Maryland Flint designs pictured on this page. Or 


New York Representative: . . 270 Broadway 


Chicago R sentative: . . 526 West 18th St. : . 4 ‘ ’ 
een ee write, telling us the nature of your product and the sizes you use, and we'll be glad 


Pacific Coast Representative : 


Illinois Pacific Coast Co., San Francisco 


to send an appropriate selection. 


Maryland Float Ate 








@- THESE SPE 


Compagnic acento, an UC. 


Executive Offices and Laboratories: CROTON-ON-HUDSON, N.Y. 





NEW YORK CHICAGO DETROIT SEATTLE LOS ANGELES 


SAN FRANCISCO PHILADELPHIA TORONTO 
| COLOMBES, FRANCE, LONDON, ENGLAND 
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: [ 
This superb specialty is important not only for lilac odors but also 


to contribute rich floral character to a wide variety of perfumes of 


the modern type. 


Suitable for all purposes. 





Send for sample or trial quantity. 





“Dp & O” PERFUME BASES 


“Provide well rounded basic notes with which to blend your own 


finished perfumes. 
CHIRONA $12.00 per Ib. — powerful, lasting ““Opoponax”’ base 
CERULEAN 10.00 “ “ —an aldehyde type for “lifting” 


CARNATION RED 6.00 “ “ —the necessary “spicy” note 


© 
. 


ROSAT 5.00 “ 


— all purpose rose 


Consult our Perfume Materials Department 





DsO. DODGE s' 


“Mirsnea we 180 VARICK ST... NEW YORK, N. Y. 


PLANT AND LABORATORIES: BAYONNE, N. fe 
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In addition to the regular Sanderson brand OIL BERGAMOT, we offer 


- MELITO” 


a special quality, from selected fruit, preferred for fine perfumes and colognes. 


~ 


We are now well placed to supply your needs not only for Bergamot but also for our well known fine quality 


LEMON ORANGE MANDARIN 


Prompt deliveries are made from the New York and branch stocks of 


DODGE & OLCOTT COMPANY, sole American and Canadian Distributors. 


(OLCOTT COMPANY 


c BRANCHES: PHILADELPHIA BOSTON CHICAGO . LOUIS LOS ANGELES 
j 503 Arch St. 232 Milk St. 178 No. Wacker Drive ns So. 4th St. 923 E. 3rd St. 


t 
i 
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HOW TO SOLVE 
YOUR PACKAGING PROBLEMS 






Once each year, under auspices of the American Management Association, the 







country’s leading experts in packaging, packing and shipping gather to examine 


















the toughest problems in these fields. Here they exchange ideas for solving 


those problems, and inspect and compare performance of the latest equip- 


ment, machinery, materials and methods that enable the manufacturer of 


packaged products to reduce unit costs; and improve quality. This year par- 


ticularly, in the light of current legislative and marketing developments, the 


Packaging Exposition and concurrent conferences promise to be of conspicuous 


value to all executives whose work concerns itself with the packaging, packing 


and shipping of the products they make. 


PACKAGING EXPOSITION & CONFERENCE 


HOTEL ASTOR, NEW YORK 


MARCH 7, 8, 9 AND 10 
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THESE PREPARATIONS CAN BE MADE BETTER WITH 


ABSORPTION BASE MERCK 


(Contains the various Cholesterols) 


Absorption Base Merck is a “salve-like” substance extracted from lanolin 
(anhydrous wool fat), of pale yellow color, neutral, stable, and of bland odor. 
It makes exceptionally smooth creams and ointments, is ideally adapted for 
skin creams, hand creams, lotions, salves, and ointments. It does not impart a 
“sticky” or “draggy” effect to such preparations. It will also form WATER- 
IN-OIL emulsions. 
Chemically, it is essentially a concentration of Steryl Alcohols and their 
esters, i.e., Oxycholesterol with Cholesterol and Iso-Cholesterol, and their 
fatty acid esters (oleates, linoleates, palmitates and stearates). It will absorb 
from five to seven times its weight of water and is especially suitable for those 
cosmetics requiring a high percentage of water. 
Absorption Base Merck is marketed in 5 lb., 25 lb., 100 lb., and 400 Ib. 
containers. 
We also supply LANUM (Lanolin U.S.P.) Hydrous and Anhydrous, besides 
a SPECIAL COSMETIC GRADE, and SODIUM BORATE C.P., ACID STE- 
ARIC TRIPLE PRESSED, ZINC OXIDE, POTASSIUM HYDROXIDE, etc., 
for the manufacture of HIGH QUALITY CREAMS. 
To guarantee a uniform product of highest quality, extreme precautions are 
taken to select the best raw materials available and to carry out the various DS 
purifying and manufacturing processes under proper control. PROFESSIONS AND INDUSTRY SINCE 
Definite testing routines make certain that Merck Chemicals conform to 
rigid standards of purity and uniformity before they are released for sale. 
Write for folder listing other Merck Fine Chemicals for the Cosmetic In- a ad vy Ae as 
dustry. Samples will be furnished to manufacturers on request. 


MERCK & G O INC. Manufacturing Chemists RAH WAY, N. J. 


NEW YORK e¢« PHILADELPHIA e ST. LOUIS e¢ In Canada: MERCK & CO.LTD. ¢ MONTREAL e TORONTO 
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| A NEW HIGH DEGREE OF PERFECTION HAS 
BEEN ATTAINED IN Sheffield Mrocess TUBES 


Success in riding a surfboard requires unusual skill and experi- 
ence. Even the slightest loss of balance brings defeat. Success 
in making good collapsible tubes is also a matter of utmost skill 
and long experience. Rigid adhererice to a highly developed 
manufacturing formula together with an infallible inspection ser- 
vice are required to maintain uniform high quality. 


New England is one of the largest and oldest makers of collapsible 
tubes in America. Our exclusive Sheffield Process . . a patented 
method of treating the metals . . produces tubes that are remark- 
ably tough and pliable. Now, our exclusive new inspection device 
assures an even higher degree of uniformity and perfection. Tubes 
of every variety are offered including internal lacquer or wax coat- 
ings. Test these better, more uniform tubes. Test our exclusive 


ae 


double service . . fine clay coated cartons shipped simultaneously 
with your tubes. Experimental samples, suggestions, ideas, de- 
sign, the aid of our competent research department . . all await 


your command without cost or obligation. Please write our nearest 
office today. ‘ 


NEW ENGLAND COLLAPSIBLE TUBE CO. 


3132 SO. CANAL STREET, CHICAGO @ NEW LONDON, CONN. @ W. K. SHEFFIELD, 500 FIFTH AVENUE, NEW YORK 
N. CAY MATTHIEU, 1965 PORTER ST., DETROIT o C. H. E. DUNN, 6331 HOLLYWOOD BLVD., LOS ANGELES 
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REGULATIONS 


One thing we should keep in mind. 
The new Food and Drug Act was 
interpreted in a set of regulations 
which all in the industry have read 
or may read. 

Having read it, you may not know 
just the exact answer to innumerable 
questions. But if you find the regula- 
tion pertaining to the general point 
and determine with reasonable satis- 
faction in your own mind that what 
you want to do does not conflict with 
the regulation, you are getting there. 

After reading a regulation one 
must ask himself and ponder about 
why the regulation was made and 
what its purpose is, and apply what 
is not said as well as what is said. 

Anyway, that’s what a legal mind 
told us. Sounds easy. 

The principal thought is: Is what 
you want to do in conflict with a 
regulation ? 


WAR? SO WHAT? 


The greatest world deterrent today 
in all countries is the war threat. Of 
course, there is war in China and 
Spain. But it, to date, is confined. 

Germany and Italy are armed. 
France and England are arming. 

International political pressures are 
being applied. Where will they lead? 

No one knows. 

Who would gain by a war? 

Crises are produced by interested 
political powers for a definite pur- 
pose—as a rule—and_ particularly 
the recent European crises. 

But in the nature of things, the 
value of sueh actions will tend to 
diminish, other countries will stiffen 
(and are stiffening materially), eco- 
nomic repercussions will lessen as 
well as the profit of creating them. 

That is evident now. 

In short, no country can gain by 
war—at present anyway. 

We have checked through sound 
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sources in this country and Europe. 
The chances, the sober probabilities. 
are against war. That seems to be 
the sound conclusion. 

Hence, speculation upon the situa- 
tion concerning raw materials should, 
in the main, be reassuring. 

Yet there is no denying the fact 
that there exists worldwide distur- 
bance. These upsetting factors may, 
in spots, become acute, and have their 
effect upon the regular supplies used 
in this industry. Hence, it would 
seem well to be prepared, advisable 
to plan ahead—with the odds in the 
buyer’s favor. 


QUALITY AUDIENCE 

Women’s clubs and similar organi- 
zations are widely used as vehicles of 
publicity. Usually they are resultful. 
Stylists and beauty experts always 
get an interested audience. 

We see it operating in large cities 
and the better suburbs. 

This brings up the question of 
quality of publicity. It is well known 
that the sensational medium, appeal- 
ing to the masses, pulls the greatest 
number of inquiries; and judging ad- 
vertising by inquiries is one definite 
yardstick. 

But judging the worth of an in- 
quiry is even more important. It is 
paramount when a quality product 
is involved. 

A woman of standing using a good 
product usually means a repeat cus- 
tomer. First she is conscious of her 
appearance and really plans to look 
her best. It’s part of her “standing” 
as it were. 

Such women are often asked, 
“What do you use?” It is a fair 
question in retiring rooms, bridge 
parties and teas. 

And the urge to emulate is im- 
mense. It is potent for sales. We 
have some recent experiences in 
mind. 

Therefore, consideration of the 





quality of your audience (the qual- 
ity of the inquiry, of the interest en- 
gendered) is highly important in 
your advertising efforts, as opposed 
to greater numbers of lower quality 
and influence. 

And this is often overlooked. Not 
intentionally—everyone admits it is 
fundamental. But it is slower in ac- 
tion, often much less responsive. And 
we want action. So often a flood of 
action based upon a clever claim or 
feature is short-lived. And then it is 
necessary to find new and more 
“clever” appeals. 

Actually it takes more brains, more 
digging, much planning and patience 
to set in resultful motion sales cur- 
rents of a quality sort, that will not 
only repeat but carry the message 
where it builds other sound repeats, 
than it does to born some so-called 
clever feature which justifies expen- 
sive space on its face. 

But it pays better in the long run. 
Though it’s not so dramatic and not 
so much fun either. 


JITTERBUGS 

Small wonder there is talk about 
jitterbugs and things. There has 
been for some time. Just what can 
you or I do about it? 

Nothing? 

Methinks we can do a lot. 

First we must realize and appre- 
ciate that we can do nothing indi- 
vidually. We are all interested and 
as it affects our national well-being, 
we should do our own thinking and 
(oftener than we do) make known 
our views to our senators and repre- 
sentatives. But by and large, that’s 
our limit. 

Second, we can use the energy 
units that entertain the jitterbugs in 
doing a more intensive job in our 
business. By so doing, we will do a 
better business. 

And it’s surprising how a better 
business chases jitterbugs! H.J.W. 
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PRACTICAL SALES PLANNING 


Are your products selected, prepared 
and priced to meet the needs of a 
definite income group? Are there any 
misfits? How to analyze your market 
and adapt your line to get maximum 


sales results. 


by RUTH HOOPER LARISSON 


THE cost of extracting gold from sea water is 
prohibitive and trying to extract cosmetic sales 
from the wrong market is equally costly. Yet it 
pays handsomely to concentrate on the right prod- 
ucts in the right markets. Volume cosmetic business 
comes out of the mass market; and what’s more- 
this greater volume is based on a comparatively 
small group of products. 


FACE POWDER AND SOAP MOST USED 
Take a look at the chart shown herewith based 
on a general study of the Eighth Marketing Survey 
of Modern Magazines. The most universally used 
products are face powder and soap. Face powder 
for the cult of beauty and soap in the name of 
hygiene. Beauty and hygiene running nip and tuck 
in the race and almost tying at the finish! Just 
visualize this mass market and remember that the 
average family income is about $2,000 a year. 
Often some of us even wonder how a family with 
just under forty dollars a week to be spent on 
everything from shelter to movies can squeeze out 
of their budget even the thin dimes for nail polish, 
lipstick or mouth wash. But they do. They have a 
way of their own of selecting their choice of neces- 
sities and luxuries. Admitted that they are largely 
influenced by advertising, the fact still remains that 
they part with their dimes with astounding fre- 
quency in the direction of cosmetics. 
Don’t confuse this market with the five or ten 





thousand dollar a year income group. Many of 
their tastes are identical and others similar, but 
there is ultimately a definite line of demarcation 
beyond which this market either will not or cannot 
go. All this emphasizes the importance of knowing 
your own market. And by “knowing” it we do not 
mean simply being able to rattle off figures. What 
we mean is knowing that market well enough so 
that you could become its purchasing agent tomor- 
row and keep every customer satisfied. The likes 
and dislikes, or we might better call them “indif- 
ferences” of this market show up very dramatically 
on mass market surveys and, if interpreted shrewd- 
ly, are eloquent signposts by which each manufac- 
turer can direct his own business. 

By comparing Modern Magazines’ findings of 
previous years with other surveys made in the same 
years by other publications (no other major cos- 
metic surveys, to our knowledge were conducted in 
1938), we find they tally reasonably close, par- 
ticularly if they, too, were made up from the mass 
market. Therefore, the writer feels we can place 
considerable confidence in its present findings. 

In the group of products which are used by 
80 per cent to 90 per cent of the mass market as 


WHO BUYS COSMETICS IN THE MASS 
MARKET? 


Mostly women from sixteen to thirty 
years of age 

IN WHAT INCOME BRACKETS? 
Mostly with family incomes averaging 
$2,000 per year 

WHAT IS THEIR FAVORITE PURCHASING 

PRICE? 

Mostly at 10c 


DO YOU WANT YOUR BUSINESS TO BE 
PRIMARILY A TEN CENT BUSINESS? 


Answer this one for yourself 
































































shown on the chart, we again find beauty and hy- 
giene running their race; lipstick and nail polish 
on the one hand and tooth brushes and cleansing 
creams on the other. Then compare the 70 per cent 
to 80 per cent segment of the market using an- 
other varied assortment of products. So far we 
find 17, possibly 18, products (counting all-purpose 
cream separate from cleansing and cold cream) as 
the basis of the cosmetic mass market. Curiously, 
no products are listed for the 60 per cent to 70 
per cent segment of the market. Why? Who can 
say? But it certainly indicates a severe line of dif- 
ference in universal appeal between such products 
as cuticle softeners and nail polish, or mascara and 
perfumes, to cite but two comparisons. It is per- 
fectly obvious that nail polish and perfume would 
appeal to more women than cuticle softener and 
mascara. Read on up the pyramid and see how 
quickly you get into the rarely used products, those 
which might be called the non-essentials of the mass 
market. 


STRONG EVIDENCE OF THE TRADING-UP PROCESS 

Twenty years ago a market survey of this same 
group of customers would have outlawed from 
universal use most of the products now listed as 
used by 50 per cent or more of women. If adver- 
tising, publicity and the general trading-up of liv- 
ing conditions has so greatly improved in the last 
twenty years, we can wisely assume it’s up to you 
to make the next years show a relative increase 
in the general use of cosmetics. 

Naturally, we hope every woman will never have 
to use acne lotion or even eyelash grower but there 
are a few products in those upper floors of the 
pyramid which, with the right handling, could be 
in far more general use. 


INCREASE AND DECREASE INDICATES TRENDS 

It is interesting to see which products showed a 
decrease in sales since the 1936 Modern Magazines’ 
Survey. While the decreases were all slight, they 
can perhaps be taken as indicators for the future, 
or warning signals of one kind or another. Cer- 
tain eye products used for grooming and makeup 
lost ground and this would seem significant. 

The public has apparently grown discouraged 
over eyelash growers and curlers, perhaps. Among 
those products which increased in sales since 1936, 
vanishing or foundation cream and powder base 
are particularly interesting. The vanishing cream 
figures probably show an increase because of the 
product’s use as a powder base. Women are 


WHERE THEY BUY THEIR COSMETICS 
12.3% in Department Stores 
33.9% in Drug Stores 
43.6% in 5 & 10c Stores 
10.2% miscellaneous 


(These figures are from the 8th Market 
Survey of Modern Magazines) 





Drug stores still outsell the dime stores in 
the mass market on these products according 
to the survey: 


Bath Salts, Pow- 
ders and Softeners 


*Acne Remedy 
*Bleach & Freckle 


Creams Eyelash Curlers 
*Face Powder Eye Wash 
Hair Tonic Mascara 
Perfume *Nourishing Cream 
Shampoo *Creme Rouge 


Sunburn Toilet Water 
Preventives Tooth Paste 
Sunburn Remedies Tooth Powder 


The brand leading for each of the products 
with a star gets more single sales from the 
ten cent store than from the drug store even 
though this type of product is more fre- 
quently bought at the drug store according to 
the same survey. 





getting educated to the fact that if you put your 
“face” on without a foundation, it doesn’t stay on! 


WHERE THE MASS MARKET BUYS 

During the past years the trend of the mass mar- 
ket has been more and more toward the 10c size. 
In the Modern Magazine survey for 1938, the ma- 
jority of products were bought by the majority 
of women in the five and ten cent stores with drug 
stores about 10 per cent behind and department 
stores far down the scale. While we are all aware 
of this buying swing to the smaller unit of pur- 
chase and can account for it in general by such 
conditions as lower incomes, more nationally known 
brands in 10c sizes, ease and speed of purchase, 
freedom from switching at the counter, we must 
give it further serious consideration if we don’t 
want it to become the main source of the cosmetic 
volume. 

On the other hand, the Milwaukee Journal’s 
Consumer Analysis for 1938 (which is offered as 
a cross section picture and not limited to one mar- 
ket only), favors department stores as the buying 
center for cosmetics with independent drug stores 
second, chain drug stores third, and 10c stores last. 
On drug products the majority recorded they pur- 
chased in independent drug stores first, chain 
stores second and department stores third with 
hardly more than a mention of the 10c stores. This 
further confirms the generally accepted point of 
view that the mass market favors 10c stores (or 
at least 10c counters), and the class market favors 
department stores, while both markets buy from 


drug stores. 


NATIONALLY KNOWN BRANDS HAVE PREFERENCE 

If you make a study of this Modern Magazines 
survey, you will notice that almost every brand 
leading in its field is carried also in larger sizes 
in the other outlets. Moreover, that it is an adver- 
lised and well known brand, frequently the most 
widely advertised in periodicals, newspapers and 
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radio. Sometimes all three. With but few excep- 
tions the leader is far, far ahead of its closest com- 
petitor. On some products this is not the case for 
two or more brands have jockeyed back and forth 
for high position in the past years while others 
have held first place consistently for a surprising 
length of time. 


FEW BRANDS HAVE REAL VOLUME 

With only a few brands enjoying the real volume 
of the business, there are all the hordes of other 
brands in every position from those too infre- 
quently listed for mention to those carrying on their 
own little private contests for position with their 
closest competitors but so far behind the finish line 
that they scarcely do more than condition the public 
to buy the leading brands. This fact drives home 
the importance of competition. A woman who has 
never used a waveset lotion happens to pick one up 
casually at the counter, buys it, takes it home and 
tries it out, deciding that she either doesn’t like its 
odor, its leaky top, or its color, or what not, but 
she does like the greater speed and ease of waving 
her hair. She is then in the market to try another 
brand. She may have read dozens of advertise- 
ments for a waving lotion in the past but she 
wasn’t “ready” to pay attention to them then. 

Now the first half-way convincing advertisement 
she reads may easily lead her back to the counter 
for the sake of another try and it will probably be 
a leading brand. Perhaps the enormous number of 
brands on the market today are as much responsible 
as anything else for the swift increase in cosmetic 
sales during the last ten or fifteen years. Yet it is 
equally true that many of them are dead wood 
which should be pruned out. 


HOW TO TRADE UP YOUR 10¢ MARKET 


Then there’s that other important point to be 
carefully examined. Since the 10c size is growing 
steadily in popularity in the mass market and even 
spilling over into the class market, it must be de- 
cided pretty quickly if this is the direction in which 
you want future cosmetic sales to go. Is there 
enough profit in that 10c size for you? Is it not 
really a far too extravagant size for the purchaser? 
There’s good reason to answer both yes and no to 
these questions, according to the product. 

If you have sound reasons for wanting to swing 
your sales from the 10c size, emphasize the greater 
value with more concrete evidence and description 
of it by means of a leaflet or enclosure in your 10c 
package. Go further, feature the small size pri- 
marily as a get-acquainted size and don’t hesitate 
to tell the consumer how much she saves by buying 
the larger size. But look far enough into the future 
to see what might happen if the 10c size actually 
runs away with the business. Do you want to carry 
your larger sizes merely as background and win- 
dow-dressing? Do you think the 10c size will pay 
the national advertising bill? Do you think the 
10c size user is as lavish or consistent a user of 
your product as the purchaser of the larger size? 
In short, do you want your business to be bounded 
by the four sides of the 10c counter? 
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s Under 10% buy these 
Waveset Powder 

Acne Lotion 

Eyelash Grower 


| From 10% to 20% buy these 


Blackhead Remedy 
Bleach & Freckle Cream 
Eyelash Curler 

Sunburn Preventives 
Depilatories 

Cream Rouge 

Sunburn Remedy 


From 20% to 30% buy these 
Hair Tonics 

Hair Rinses 

Eye Shadow 

Eve Wash 

Nourishing (Tissue) Creams 

Hand Creams 

Brilliantines 


From 30% to 40% 
buy these 


Wave Set Lotions 
Toilet Waters 
Eyebrow Pencils 
Powder Bases 


From 40% to 50% 
buy these 
Astringent Creams or Lotions 

Bath Salts, Powders and Softeners 
Cuticle Softeners 


Tooth Powder 


From 50% to 
60% buy these 
Vanishing or Foundation Creams 


Mascara 
Nail Whitener 


60% to 70% records no products 


From 70% to 80% buy these 
Cleansing Tissues 
Talcum or Dusting Powder 
Mouth Washes 
Tooth Paste 
Deodorants 
Hand Lotion 
Cake Rouge 
Perfumes 
Shampoo 


From 80% to 90% buy these 
Nail Polish Remover 
Tooth Brushes 
Nail Polish 
Cleansing, All-purpose Creams 
or Cold Creams 
Lipsticks 


From 90% to 100% buy these 


Face and Hand Soap 
Bath Soap 
Face Powder 





Tue extraction of essential oils and the prepara- 
tion of perfumes is one of the most ancient and 


honorable of Indian crafts, and is one which once 
attained greatest importance in Northern India. 
Two of the important methods of extraction, name- 
ly, enfleurage and distillation, were known from 
very ancient times’; and in the case of certain per- 
fumes, e.g. jasmin, the methods of extraction have 
been so perfected that modern science has not been 
able to improve upon them. The industry is now 
deteriorating, since the introduction of synthetic 
perfumes imported from the continent of Europe. 

The country, however, is eminently suitable for 
the development of this industry. A number of 
indigenous raw materials are found abundantly, 
and a few others can be made easily available in 
commercial quantities by intensifying their cultiva- 
tion. There exists a variety of climate and altitude 
required for different herbs, drugs, and flowers. 

Some of the raw materials which can be devel- 
oped are citrus, vetivert, rosha grass (Andropogon 
schoenanthus Linn), fennel, dill, caraway, rose, 
jasmin, cassia, Himalayan Dhup (Jurinea), henna, 
and maulsari (Mimussops elengi Linn). 


METHODS OF EXTRACTION 

A study of the methods of extraction and the 
properties of essential oils from some of them 
(which were comparatively easy to collect) has 
been made, and is described below, while work on 
others is in progress. All the materials investi- 
gated are those found growing in the province of 
the Punjab which lies between the limits of 34° in 
the north, and 2714° in the south. The northern 
part of the province is enclosed by the Himalayas. 
The climate of this region during the entire year 
is cold. At the foot of the Himalayas are situated 
the sub-montane districts where the climate is tem- 
perate. The south of the province is bordered by 
the hot deserts of Sind and Rajputana. 
Two species of lemon are grown, namely, citrus 


NORTHERN 
FSSENTIAL 





Climate and other conditions favor eco- 
nomical cultivation of plants for ex- 
traction of essential oils . . . Results 
obtained with citrus oils, rosha grass, 


fennel, dill, caraway. rose, and others. 


by DR. J. L. SARIN’, m.sc., A.1.C., CHLE. 
(Lond.) and M. L. BARI 


medica and citrus limonum of which the former is 
more abundant and sells at a much lower price than 
the latter. No idea can be formed of the area of 
land under these trees, but statistics of production 
supplied by the Department of Agriculture show 
that 100,000, and 85,000 maunds (Indian measure 
of 82 lbs.) of the two varieties, respectively, were 
grown during the year 1934-35. On the average 
one maund of citrus medica and citrus limonum 
gave approximately 175, and 1000 to 1200 fruits 
respectively. One thousand lemons yielded 7.8 oz. 
and 0.2753 oz. of oil respectively. The oil was pre- 
pared from peels of the fruit both by hand pressing 
and by steam distillation. It was found that on the 
whole it was better to handpress the peels first. 
and then subject them to steam distillation. The 
odor of the steam distilled oil could be appreci- 
ably improved by keeping the oil for twenty hours 
over fresh peels. Oil of good quality was obtained 
by the first process and slightly inferior quality by 
the second process. The properties of the steam 
distilled oil are shown in Table I. 


TABLE I. Properties of Lemon Oil 


Citrus Limonum Citrus medica 


Yield per cent. . 0.19 0.316 
Sp. gravity Geaiats 0.858 0.84504 
Refractive index 1.4720 1.4719 
Optical rotation 57.75 88.85 


: 


OIL OF ORANGE 

Both sweet and bitter oranges are available. The 
species which are grown are citrus aurantium, citrus 
sinensis, citrus nobilis, and citrus aurantifolia. 
During the year 1934-35 about 500,000 maunds 


* Industrial Chemist-in-Charge, Government Industrial Research Labora- 
tory, Chahdara, Lahore, India 


INDIA! 
OILS 
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When not at work in fields or factories, natives bathe freely with the venerated bull. 


and 700,000 maunds, respectively, of citrus sinensis 
and citrus nobilis were grown in the Punjab. 
Roughly, a maund of each contains about 270 to 
300 fruits. For the expression of the oil, the peels 
were given the same treatment as the lemon peels. 
The properties of the oil appear in Table II. 


TABLE II. Properties of Orange Oil 


Steam distilled Hand pressed 


Yield per cent... 2.6 0.055 
Sp. gravity 0.84261 0.84236 
Refractive index 1.46930 1.4724 
Optical rotation . . 92.93 93.95 


As given in literature it was found that oils ob- 
tained from the peels of the above described citrus 
fruits have a high content of terpenes.* These 
terpenes are responsible for the change in the odor 
of the oils on standing, presumably the terpene 
polymerises, gaining in odor until the odor of the 
characteristic odoriferous part of the oil is over 
balanced. The terpenes can be removed by dry 
distillation in vacuo when 90 per cent of terpenc 
substances distilled at 60°-70° C. The oil residual 
may be distilled: over by steam with further con- 
centration.® 
OIL OF VETIVERT 

This oil is obtained from the root of vetivert 
grass (Vitiveria zizanioides, Stap{) locally known 
as khas khas. It occurs wild in the Hissar and 
Rohtak districts of the Punjab growing naturally 
on river banks and big, marshy soils. On the 
average, about 60,000 to 70,000 maunds of the 
grass are available every year. The oil is obtained 
from roots which were collected by digging from 
the ground, and after washing clean of dust were 
subjected to distillation, both by direct fire and by 
steam. The properties of the oil obtained are given 


in Table III. 
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TABLE IIL. Properties of Vetivert Oil 





Yield per cent .... 0.403 
Sp. gravity 1.023 
Refractive index ei.) Thao 
Optical rotation ... 185 

Acid value ... .... 26.64 
Saponification value 12.34 


ROSHA GRASS OIL 

Rosha grass (Andropogon scholnanthus Linn) 
locally known as khawi occurs wild all over the 
plains near river banks, more abundant in the east- 
ern districts. Recently, its cultivation has also been 
started in the central Punjab. Samples of sun 
dried (25 days drying) cultivated grass from the 
grass farms were subjected to steam distillation. 
Table IV gives the properties of the oil. 


TABLE IV. Properties of Rosha Grass Oil 


Sp. gravity 0.9771 
Refractive index .. .. 14753 
Optical rotation ... 0.27 
Saponification value 38.2 


OIL OF FENNEL 

Fennel (Foeniculum vulgare, Gaerten) is a pevr- 
ennial plant which is commonly cultivated through- 
out the country at all altitudes up to 6000 ft. and 
also found wild. It is a cold weather crop which 
is usually found in small patches growing around 
the borders of fields.* The oil which was obtained 
from its fruit had the following properties. 


TABLE V. Properties of Fennel Oil 


Yield per cent atk 1.30 
Sp. gravity 0.910 
Refractive index 1.558 
Optical rotation 

Acid value 186. 


[Continued on page 84] 


emand for quality creams justify study of all potential agents. Photo Ewing Galloway 









THERE are fashions in cosmetics: not merely in 
the finished articles affecting women’s tastes, but in 
the choice of raw materials as well. 

At present cetyl alcohol is in the fashion and is 
enjoying a boom. 

Every armchair cosmetician who writes articles 
for the trade journals includes cetyl alcohol in his 
formulae. Naturally, since these gentlemen never 
try out their recipes, it would be expecting too much 
to ask for their experimental justification for its 
inclusion. 

All this is much to be deplored, more especially 
since cetyl alcohol has been established as a defi- 
nitely useful raw material. 

TWO OUTSTANDING VIRTUES 

Let me say at once that it possesses two outstand- 
ing virtues. In the first place, the inclusion of about 
two per cent in a cream gives smoothness to the tex- 
ture and a pleasingly shiny appearance, though to 
get the full benefit of the addition, it is necessary 
for the cream to be passed through a homogenizing 
machine or colloid mill. 

In the second place, cetyl alcohol is a useful emul- 
sifying agent for the production of creams of the 
water-in-oil type. This might be emphasized, as 
some writers have described its emulsifying powers 
in terms which can hardly be called flattering. The 
number of emulsifying agents available for the pro- 
duction of creams of this type is so few, that it is 
unwise to neglect any one of them. 

Cetyl alcohol is a fatty saturated alcohol contain- 
ing 16 carbon atoms, represented by the formula 
C,gH3;0H. Now it may well be asked whether 
there is any particular virtue associated with the 
number sixteen. In other words, are the good prop- 
erties of cetyl alcohol shared, to any extent, by sat- 
urated fatty alcohols possessing less or more than 
sixteen carbon atoms? 

The latter question may be answered definitely in 
the affirmative, as will become apparent inthe 
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Tests show cetyl alcohol and nearly 
related alcohols to be efficient agents 


worthy of more attention 


by H. S. REDGROVE, B.sc., F.1.c. 


course of this contribution to the subject. There is 
an opening here for further research. It would be 
very interesting to know what saturated higher fatty 
alcohols could be manufactured at prices permitting 
their use in the requisite proportions in cosmetic 
creams. For example, melissyl alcohol, Cy9Hg,OH, 
judging from the known useful properties of bees- 
wax, might prove very interesting indeed. 


PROPERTIES OF CETYL ALCOHOL 

Cetyl alcohol is a white wax-like solid having a 
melting point of 48-49°C. It was first prepared by 
Chevreul in 1818 by the saponification of cetyl 
palmitate, the chief constituent of spermaceti. 

It is understood that spermaceti constitutes an 
important source for the commercial production of 
cetyl alcohol today. However, grades met with on 
the market differ widely in character and purity. 
Not all impurities or admixtures diminish the value 
of cetyl alcohol for cosmetic use. But it should be 
strongly emphasized that any impurity which lowers 
the melting point has an adverse effect on the emul- 
sifying powers of cetyl alcohol. Grades have been 
offered which are semi-solid. These are practically 
worthless. Impurities of an unsaturated character 
are also very undesirable, owing to their tendency 
to rancidity. 


ALCOHOL C14 AND ALCOHOL C16-18 


Now, in addition to cetyl alcohol, there are on the 
British market two other closely related alcohols, or 
rather alcohol mixtures, namely (a) an alcohol 
mixture consisting primarily of myristic alcohol, 
C,4H»2,OH, which is referred to as “‘alcohol C14 mix- 
ture,” and (b) an alcohol mixture consisting mainly 
of saturated C16 and C18 ‘alcohols, obtained, ac- 
cording to one method, by the hydrogenation of 
commercial stearin. This is referred to as “alcohol 
C16-18 mixture.” 

In addition, of course, a number of saturated 
fatty alcohols containing up to and including twelve 
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carbon atoms are available in a high state of purity, 
for use as perfumes. With these we are not con- 
cerned at present. 

American Perfumer 
may be aware, cetyl alcohol is official in the Swiss 


As many readers of The 


Pharmacopoeia V, being used, in conjunction with 
lanolin, as an emulsifying agent for the production 
| of cold cream. 

TESTS GIVE SATISFACTORY RESULTS 


The publication of the Swiss formula suggested 
that it might be worth while experimenting with 
cetyl alcohol alone; and a series of experiments con- 
ducted, not only with cetyl alcohol, but also with 
the alcohol mixtures mentioned above, gave highly 
satisfactory results with both paraffin mixtures and 
mixtures of paraffins and vegetable oils. 

: The adverse reports which have been published 
concerning the emulsifying powers of cetyl alcohol, 
when based on experiment, are probably due to two 
factors, namely (a) failure to use sufficiently high 

proportions of the alcohol, which should rarely fall 

below ten per cent of the total weight of cream, and 

(b) adoption of a wrong technique for the produc- 

tion of the emulsion. 


EFFECTS PRODUCED IN CREAMS 

On the other hand, differences were noted in the 
creams according to the alcohol alcohol mix- 
ture employed. Alcohol C14 mixture tended to pro- 


Neverthe- 


less, in one case, a sample has been shelf-stored for 


duce very soft and translucent creams. 
over two years without any exudation of water tak- 


i Satisfactory experiments with cetyl alcohol in both paraffin 
and vegetable oil mixtures have been made; unsatisfactory re- 


sults may be due to insufficient quantity or wrong technique. 
Photo Miles Labs 
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ALCOHOLS IN COSMETICS 


ing place. Similar creams made by means of cetyl 
alcohol or the alcohol C16-18 mixture were firmer 
in texture and more opaque. The differences be- 
tween them were not very marked, but sufficient to 
suggest that experimentation with pure stearyl al- 
cohol might yield interesting results. 

One advantage possessed by these creams over 
creams made by means of alkaline emulsifying 
agents is their entirely neutral character, and the 
fact that the emulsifying agent is stable towards 
weak acids. 


IMPORTANT PAPERS ON SUBJECT | 

The writer would here direct attention to a paper 
by Professor E. Rupp, which appeared in the Phar- 
mazeutische Zeitung in 1934, and was summarized 
in The ee Journal for February 106, 
1935 (vol. , p. 207). 
the alee virtues of myristic and cety! alcohols, 
and publishes a series of comparative formulae for 
the production of cold creams made by emulsifying 
water in mixtures of liquid paraffin and soft par- 
aflin by the aid of the latter alcohol. 

Another very important paper on the subject, 
summarized by Frank Atkins, B.Sec., A.L.C., in The 
Manufacturing Chemist for January, 1937, was pub- 
lished by F. Casparis and E. W. Meyer in Pharm. 
{eta. Helv., of December, 1935, and January, 1936. 


Professor Rupp discusses 


WATER ABSORPTION OF PARAFFIN TESTED 

These chemists carried out a series of tests to 
determine in what degree the water-absorbing ca- 
pacities of soft paraffin, hydrogenated arachis oil 
and lard, respectively, were improved by the addi- 
tion of various materials, including cetyl alcohol. 
In the case of soft paraffin, the water-absorbing ca- 
pacity was increased three to four times by the 
incorporation of three and one-half per cent cetyl 
alcohol. In the case of hydrogenated arachis oil, 
the water-absorbing capacity was more than dou- 
bled by the addition of three per cent of cetyl al- 
cohol, while in the case of lard, one to five per cent 
of cetyl alcohol brought about increases of from 
twice to almost five times. 

In view of these results, it is quite impossible to 
deny that, in cetyl alcohol, the cosmetic industry 
has a very efficient agent for the production of 
creams of the water-in-oil type. It is one whose 
utility should not be neglected; and the nearly 
related alcohols, such as myristic and stearyl, should 


also receive further attention. 


Rarely is a design too intricate for the artisan, aided by modern machines, to reproduce in metal . . 


COSMETIC CONTAINERS 


Starting in 1894 an industry was found- 
ed by the Scovill Manufacturing Co. 


which began in 1802 as a button shop 


How metal was introduced to the cosmetic indus- 
try in 1894 and how its use has spread to such an 
extent that one company alone, the Scovill Manu- 
facturing Co. of Waterbury, Conn., can produce 
over half a million metal vanity cases and more 
than a million metal lipstick holders involving 97.- 
500,000 individual operations per week is told in 
an interesting article by Olive Brooks in Shell 
Progress, abstracts of which are published by cour- 
lesy of that publication. 

When Thomas Jefferson was president in 1802. 
Abel Porter opened a metal button shop in Water- 
bury, Conn. This was the beginning of the com- 
pany. James M. L. Scovill came into the business 
in 1811 and the button business thrived. When 
Lafayette came over in 1824 the firm gave him a 
set of solid gold buttons. As the country developed 
the activities of the concern became diversified 
until today 300,000 different kinds of metal ob- 
jects are made, ranging from lawn sprinklers to 
shaving stick holders and razor blades. 

There are 200 buildings in its plant in Waterbury 
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BY THE MILLION 


and it also has five other large divisions. Practi- 
cally all of the company’s business is “contract 
manufacturing.” 


FIRST METAL COSMETIC CONTAINER 

It was back in the gay nineties that the ingenuity 
of a young salesman (he’s been a Scovill executive 
for years) launched cosmetic case production. To- 
day it bulks large in the company’s output. This 
young man went hopefully to call on a western 
house which did a large business in loose face pow- 
der. With him he carried a factory model of a 
premium to go with its product. But he met with 
a prompt and wholehearted turndown. It was his 
next move, and he was half-way across the country 
from his home office. That night he sat in his 
room in St. Louis’ famed old Planter’s Hotel and 
sketched the design for a powder container that 
the ladies—and therefore his prospect—would be 
more apt to like. A local lantern manufacturer was 
pressed into service to build a model of it from 
Scovill brass. The design so pleased the prospect 
that orders amounting to $50,000 worth of boxes 
resulted. The article was even merchandised as 
“The Scovill Gold Puff Box” for many years. 


METAL COMPACT BOXES APPEAR 
When the first of these loose powder containers 
appeared, the market offered no real vanity cases 
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to be carried on the person. But within a few 
years Scovill was making boxes to hold compact 
powder. The force of advertising was employed to 
popularize the new containers among manufac- 
turers and from then on the container field grew 
with the rapidly-expanding cosmetic industry. At 
first the same designs were sold for three or four 
years, but now it is not unusual to have several 
newly styled items added to a single cosmetic line 
each season. 


MAGIC OF MANUFACTURING 

These rapid changes in the size, shape and dec- 
oration of metal containers demand the most mod- 
ern metal-working equipment, for fabricating steel 
and aluminum as well as brass. Looking in on a 
few of the many operations in the main plant, the 
visitor sees a bright roll of brass stock that may 
find its way into milady’s hand as a vanity case. 
Again it may wind up as a container for an eye- 
brow pencil, or the top of a cold cream jar. 

The yellow metal goes first under the tooth of 
a “blanking” machine, which bites out a flat round 
disc, or a doughnut, or some other design as neatly 
and easily as a housewife cuts cookies—and ever 
so much faster. Next a forming machine gets hold 


"Painting in" the color for lettering on a lip- 


stick shell . . . the name has previously been 
stamped into the metal . . . when the excess 
paint is wiped off, the color remains in the 


lettering and dries to a hard, smooth finish 


of the blank and presses it, one step at a time, into 
a more or less rounded shape that looks some- 
thing like what it will be later. But this is only a 
beginning. For it takes about 35 individual oper- 
ations to produce a vanity case, and some 80 to 
turn out one of the currently popular types of 
lipstick containers. 






The Scovill “Gold Puff Box" was very popular 
in the late nineties, and many of them have 
been handed down as keepsakes . . . this nov- 


elty was responsible for launching an industry 





An operator sprays the vanity case covers and 
uses a stencil for marking the desion ... A high 
degree of craftsmanship is developed by the 
workers who turn out a substantial volume each 
day with relatively few rejections . . . Scarcely 


any hand operation is more fascinating to watch 






IMPROVING 
PRODUCTION 


by RALPH H. AUCH, A.B., Cu.E. 


AIR CONDITIONING 


Many sound arguments for air conditioning have 
been advanced. Among them are: materially re- 
duced absenteeism, increased efficiency of from 
5 to 10 per cent, tendency to reduce “summer 
slumps” in production, measurable reduction in 
common colds in winter, less unsightly dust on the 
surface of creams and so on and on. 

An unusual one, yet true, struck close to home. 
Last summer the plant was closed for a week for 
the “rank and file” vacation. Dates in late spring 
and early fall were set between which office and 
superv isory employees were asked to set their tenta- 
tive vacation period choices. Our own secretary 
insisted on a later date. Pressed for the reason. it 
was simply that the office is so comfortable she 
wanted to await cooler weather to be away on 
vacation. 

All this is no “plug” for air conditioning. How- 
ever, there can be no question of its value and it 
is not too early to be giving serious thought to in- 
stallation for the summer 1939 advantages. 


INSPECTION 


Remarks on rigid inspection and its value have 
been advanced in these columns from time to time. 
One phase not covered which has been the subject 
of questions repeatedly is, “What effect on quality 
does the constantly higher production line speeds 
ordinarily have?” Usually the answer is_ that 
quality does not suffer one iota. In fact, it is not 
uncommon for the percentage of “throw outs” to 
be reduced. The reason is not far to seek. 

The operator, whether running a machine or 
performing a hand operation on a slow-moving, 
low-speed production line, often works in a leisure- 
ly fashion with mind flitting hither and yon. As 
the production speed is “upped,” the operator must 
move faster, establish a definite time and energy 
conserving routine and remain mentally alert if he 
or she is to keep pace. The upshot is usually better 
“inspection passing” work. 


WAR ON WASTE 


On one occasion, samples of typical findings 
such as closures, jars, labels, bottles, collapsible 
tubes, individual cartons, etc., were submitted 
singly to a number of employees. Each was asked 
to guess the approximate cost of the various items. 
Almost without exception their guesses were on the 
low side—some ridiculously low. 


This suggests that to ordinary carelessness must 
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For greater sanitation, this battery of automatic high speed 
tablet machines has been placed in air conditioned area. 


As jars are filled, the product is cooled by conditioned air. 
Belts then convey jars from cooling tunnel to sanitary air con- 
ditioned packing room. Installation by Carrier Engineering 


be added the lack of appreciation of costs. In every 
instance where a “war on waste” campaign has 
been instituted, the results have been very grati- 
fying. 

The use of a separate bulletin or, more accurate- 
ly. a display board about 21 by 30 inches in size 
on which to mount the actual findings and their 
equivalent in copper pennies with a suitable catch 
phrase has been effective. For example: 

“Caps wasted and mashed under foot bring only 
six cents a pound as junk,’ Seven caps cost three 
cents. One thousand caps should take one thousand 
jars to market. Let’s not be satisfied with less.” 

“Breakage is waste—waste is utter loss. One 
bottle equals four cents. Twenty-five bottles equal 
one dollar. Dollars on the dump heap can't go 
home in your pay envelope.” 
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CYCLOHEXANOL 
SOAPS FOR 
SPECIAL USES 


Possess important advantages over 
chlorinated hydrocarbons and _petro- 


leum distillates: safe and non-toxic 
by PAUL I. SMITH 


Boru cyclohexanol and methylcyclohexanol are 
now being widely used in the preparation of special 
solvent soaps for a variety of purposes in the tex- 
tiles, dry cleaning. leather and domestic fields. 

These two solvents have several important ad- 
vantages over the chlorinated hydrocarbons and 
petroleum distillates which were previously used for 
the same or similar purpose, They have a mild 
camphoraceous but not unpleasant odor and are 
comparatively safe, as their flash point is 155 deg. F.. 
and they are non-toxic. Cyclohexanol and the vari- 
ous isomeric forms of methyleyclohexanol all pos- 
sess important insecticidal and disinfectant prop- 
erties, and commercial grades of methyleyclo- 
hexanol have a Rideal Walker value of 1.5. 


NO CORROSIVE ACTION ON METAL CONTAINERS 

Whereas soaps containing chlorinated solvents. 
particularly carbon tetrachloride, are liable to have 
a corrosive action on metal containers owing to the 
formation of free hydrochloric acid in aqueous 
solutions, the cyclohexanols are perfectly stable 


and can be relied upon not to cause any compli- 












Photo Keystone 
The quick, efficient solvent action of cyclohexanols on diffi- 
cult-to-remove stains makes them useful in dry cleaning fluids 


cations. Hexanol soaps may be stored indefinitely 
without fear of decomposition or the physical sepa- 
ration of the solvent from the soap. 


SUPERIOR FOR MECHANICS’ SOAPS 

Cyclohexanol and methyleyclohexanols can easily 
be crushed into soft or hard soaps to form pasty 
masses of varying consistency. These soaps give 
clear solutions with water and possess great de- 
lergent and solvent powers which are fully utilized 
in many industries. An interesting development in 
England has been the introduction of these soaps 
for use by garage employees and they are said to 
be far more effective than the usual mechanics’ 
hand soap containing abrasives. 

To increase the detergency of the soap (which 


may be necessary for certain applications in the 









Photo Kaufmann-Fabry 
In weak soap solutions, hexanols can be relied upon to remove 
all forms of dirt without any harmful effects on floor or walls 


textile industry), the addition of sulphonated oils 
and fatiy alcohols may be made without fear of 
changes in the constitution or appearance of the 
product. In the leather industry hexanol soaps are 
important because of their ability to degrease wet 
tanned leather in warm aqueous solutions thus dis- 
pensing with the necessity of the expensive and in- 
convenient petroleum degreasing plant. Small 
quantities of these soaps are also recommended for 
addition to fat-liquors as they facilitate the proper 
dispersion of the emulsions and also increase pene- 
tration in the leather. 


USE FOR DRY CLEANERS 

Dry cleaners use fair amounts of hexanol soaps 
which find a ready use for a variety of purposes, 
especially wet cleaning and spotting, owing to the 
excellent solvent action of the cyclohexanols on 
paint. tar, waxes and other difficult-to-remove stains. 
The soaps dissolve in white spirit and other com- 
monly used petroleum solvents as well as the safe 
trichlorethylene, and exercise an important cleans- 
ing action on the goods. They also facilitate the 
wetting out of textiles and in this way contribute a 
great deal to efficient cleaning. 


CLEANING RUBBER FLOORS AND CLOTHING 

An interesting and promising application of 
soaps containing methyleyclohexanols is for the 
cleaning of rubber floors and protective clothing 
made of rubber-treated fabrics, such as macintoshes 
and rainproofs of various kinds. These solvents are 
not actual solvents for rubber, but in concentrated 
form they do exercise a softening and swelling 
action. When present in weak soap solutions, they 
do not have any harmful effects on rubber floors, 
etc., and can be relied upon to remove all forms 
of dirt, as well as a large number of stains, both 
effectively and quickly. 


FOR CLEANING PAINT WORK 
Potash soap containing 15 per cent hexanol sol- 
vents is an excel'ent and economical material for 
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cleaning all paint work and there are already on 
the market several good preparations of this type. 
Their effect on paint varies according to the type 
of paint, but they are particularly recommended for 
all lead compositions. If applied in too concen- 
trated a form, they are liable to soften cellulose 
films; but they are not direct solvents of nitro- 
cellulose or cellulose acetate. 


STABILIZING EFFECT ON OIL EMULSIONS 

The fact that soaps containing cyclohexanol and 
the methyleyclohexanols have a good stabilizing 
effect on emulsions containing oils, waxes and other 
solvents is important, and for this reason the 
hexanol soaps are recommended for addition to 
water-bound distempers and water-bound dopes 
containing waxes and shellac for leather finishing. 
There is no doubt that the soaps are also of interest 
to manufacturers of special insecticide emulsions 
for spraying for horticultural purposes. 


Paste Hand Cleaners 


HAnp cleaners in paste form were discussed by 
Dr. R. Krings in Seifensiedu Zeitung, from which 
Soap, Perfumery & Cosmetics extracts: 

“Soap designed to remove stains, grease, tar and 
soil are frequently prepared in the form of pastes, 
utilizing potash soft soap as the basis. Solvents such 
as turpentine, benzine, trichlorethylene, methyl 
cyclohexanol—as well as Turkey red oil—are made 
to assist in the removal of oily matter and stains. 
For the mechanical removal of soil, etc., such 
mineral products as pumice and chalk are used. 

“The preparation of these soap pastes is not dif- 
ficult although it should be done carefully. A suit- 
able formula for the soap base follows: 


Parts 
Cocoanut oil fatty acids... 25 
Groundnut oil fatty acids 25 
Soybean oil fatty acids 10 
Caustic potash solution, 50° Beé. 30 
Potash . 4 
Water 69 


“The potash, caustic potash and water are mixed 
and brought to boiling. At the same time the fatty 
acids are heated to about 75-80° C. (167-176° F.). 
It is necessary to have the lye at boiling tempera- 
ture in order to bring about complete saponifica- 
tion. The fatty acids can be added individually or 
as a mixture. Saponification is very rapid and is 
aided by mixing. The soap clears up quickly and 
can be tested for alkalinity with phenolphthalein. 
It is immaterial if the soap should be left a little 
sharp, since the kind of soil against which it will be 
used will ordinarily be somewhat acid in nature. 
The soap so prepared is worked up while still warm 
but no too hot, with suitable additions. For ex- 
ample, 505 parts of the soap are mixed with: 

3 parts heavy benzine 
50 parts trichlorethylene 
17 parts methyl cyclohexanol 

“The new mixture is in turn mixed with a powder 

containing equal parts of pumice and chalk. until 
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the desired consistency is obtained. The consistency 
may change somewhat on standing, but should be 
suitable for packing in tubes. The tendency is for 
the paste to become more firm as it stands. Glycerine 
can be used as a softening and hygroscopic agent, 
if the paste gets too hard. An alternative is to add 
1 per cent of a sugar solution made by dissolving 
21% parts of sugar in 11% parts of boiling water. 
Potash can also be used for the same purpose. 

“Another formula using the same soap base com- 
prises 50 parts soap, 5 parts each aqueous ammonia 
(25 per cent) and Turkey red oil, together with 2 
parts ethylene glycol, and pumice and kaolin (q.s.) 
to give a paste.” 


ACID-PROOFING CORKS 


CORKS that are acid-proof are frequently neces- 
sary or desirable for various usages. This can be 
easily effected by a simple process. 

First, place the corks to be treated in a solution 
of glycerine 2 parts, gelatine 1 part, and water 40 
parts and heat at from 112 to 120 degrees F. for 
several hours to permit the fluid to penetrate the 
cork. After this treatment the corks should be wiped 
clean and will be found to retain their elasticity. 

The next step in the acid-proofing process re- 
quired that the treated corks be covered with a mix- 
ture of petrolatum 2 parts and paraffin 7 parts, 
heated to about 105 degrees F. An alternative to 
the use of this mixture is the employment of a small 
quantity of ammonium dichromate dissolved in the 
glycerine - containing solution. After this latter 
treatment the corks should be exposed to light. 
Care should be taken to select firm well-shaped 
corks for the acid-proofing process. 


KEEPING WINDSHIELDS CLEAR 


FOR keeping automobile windshields and windows 
ping 

free from fogging in winter, there is a_ recent 

American patent (2,107,361) which consists of: 


Glycerine 1 gal. 
Camphor 4 oz. 
Turpentine 4, pt. 
Potassium oxalate 1 lb. 
Oxalic acid 1 oz. 


These ingredients are dissolved by heating to- 
gether on a water bath. The mixture is applied 
by wiping the glass with a sponge dipped into the 
preparation. 

In paste form is another somewhat similar for- 
mula for a windshield mist preventive for which 
users report good results. This composition calls for: 


L oz. Potassium oxalate 112 gr. 
2 oz. Glycerine 60 ml. 
l gr. Camphor 0.1 gr. 
l oz. Turpentine 30 ml. 
Heat on water bath. 


The application of this product is reported to be 
beneficial both on the inside and on the outside of 
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the windshield. The application to the outside of 
the windshield causes the rain to flow more evenly 
so that it does not reflect and refract street lights 
and the lights from other cars. On the inside, the 
application of the product prevents the accumula- 
tion of mist or fog. The product is applied to a 
clean windshield and then rubbed with a clean 
cloth, 


TO FIRE-PROOF COTTON 


A SOAP designed to make cotton uninflammable 
alter washing can be made by mixing together: 


Dry powdered soap 180 

Sodium silicate 24 
This is made into a paste with: 

Potassium carbonate S 

Glycerine 7 

Sodium tungstate | 


WATER SOFTENER 
FOR workers in occupations necessitating frequent 
handwashing, it is particularly desirable that the 
water used to wash the hands be softened in order 
to prevent, as far as possible, chapping and rough- 
ness. The following simple glycerine mixture is 
advocated by a number of users: 


Glycerine 10 
Borax a 
Sodium carbonate 2 
Orange flower water, triple 85 


A tablespoonful to a basin of water is considered 
to be sufficient. 


SILVER POLISHING SOAP 
G. MARTIN’S Modern Soap and Detergent In- 


dustry describes the manufacture of milled silver 
soap as follows: 

“Fifty pounds of good white curd soap with good 
moisture content are passed through the milling 
machine and then mixed with fifty of the finest 
precipitated chalk, five pounds white refined glyc- 
erine, and seven ounces of a mixture of lavender 
oil and French geranium oil. The mixture is 
milled slowly, a small proportion at a time.” 





News in the Soap Trade 


Hatching Soap Restrictions ? 

Legislatures of 44 states meet in regular ses- 
sion this year. Special sessions may be held in other 
states. All will be very carefully watched in order to 
guard against discriminatory tax and other legisla- 
tion on soap. 


Foster Snell On Detergency 

Foster Dee Snell addressed the Dayton Sec- 
tion of the Americar Chemical Society on January 
10, 1939, and the Toledo Section of the American 
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Chemical Society on January 11, 1939. His subject 
was “Some Factors in Detergency.” Dr. Snell out- 
lined the four known factors, pointing out that so 
far as known those factors control the efficiency of 
a detergent, and showed their application in many 
types such as toilet soaps, laundry detergents, scrub 
soaps, sulfated alcohols, metal cleaning, etc. 


Wage Hour Interpretations 

Any soap manufacturer desiring a copy of /nter- 
pretive Bulletin No. 5 covering official interpreta- 
tions of the new wage and hour law, may obtain 
one by writing to the Association of American Soap 
& Glycerine Producers, Inc., 381 Fourth Ave., New 


York, N. Y. 


Soap Materials Market 


Tallow and Grease 

Recent transactions did not include any particu- 
larly important purchases of individual lots, in 
spite of occasional reports of larger inquiries. Since 
the offerings were rather light, the market main- 
iained a steady tone, the last sales reported at 5°yc 
per lb. for extra. Trading in tallow futures on the 
New York Produce Exchange for the week ending 
February 4 comprised two contracts, totaling 120.- 
000 Ibs. 

No broadening of trade in greases was reported. 
Local buyers are apparently confining purchases 
to small quantities to fill current needs. 

Market developments in the south on rosin were 
not so stimulating the early part of the month. Trade 
was light but prices showed a firm undertone. In 
Chicago the situation was reported a little uneven 
hut with some evidences of stimulation in trade as 
compared with the situation existing for some time 
in the past. 


Vegetable Oils 

The New York market for crude cocoanut oil was 
quiet and steady with quotations remaining level. 
Inquiries were few, the disinterest being attributed 
to recent fluctuations in the prices of other com- 
modities. Refined cocoanut oil was also quiet and 
steady. On the Pacific Coast. crude cocoanut oil 
sales were made at 2%c and later at 2°4c. 

Olive oil foots showed a fair demand and _ the 
market maintained a steady tone. Olive oil exports 
from Greece during the first ten months of 1938 
amounted to 15,258 metric tons as compared with 
3.221 metric tons for the same period in 1937. 

Southern markets for crude peanut oil were 
quiet. Prices in some cases varied 1c but were 
mainly nominal. A_ bill has been introduced in 
Congress by Representative John H. Kerr of North 
Carolina which proposes the authorization of a 
$15,000 appropriation for research work on pea- 
nuts for the fiscal year beginning June 30, 1939. 
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The fund, according to the proposal, would be ad- 
ministered by the Department of Agriculture. 

Frequent fluctuations in the prices of cotton- 
seed oil futures were noted in the local market. The 
fluctuations were moderate, however, and the un- 
dertone of the market seemed improved. Aflairs 
in Europe caused some selling of cottonseed futures 
hut at the present low price level, selling was not 
ageressive. Offerings of the crude oil in the south 
were reported light and quiet. Further reports in- 
dicated that mills in some sections were still closing 
down because of the prevailing low prices of 
crude oil. 


Industrial Chemicals 

Sellers reported a fair interest in potash carbon- 
ate and caustic potash with prices remaining level. 
The volume of business in caustic soda was steady 
with no alteration in prices. 

Due to the fact that some large consumers tended 
to purchase very conservatively, business in sul- 
phuric acids was only fair, with prices level. There 
was little disposition to place commitments beyond 
immediate requirements at present. 


Quotations on Soap Materials 


Tallow and Grease 


Tallow, New York, Special .05%4c. Edible, New York, 
6c. Yellow grease, New York, .04%c.- .05%2c. White 
grease, New York, .05%4c.-.06c. 

Rosin, New York. 


Gum B 1.75 I 6.42% 
D 5.05 kK 6.42% 
E 5.20 M 6.50 
F 5.50 N 6.95 
G 6.27% W. G. 7.25 
H 6.40 W. W. 7.90 
Starch, Pearl, per 100 Ibs. 2.60 - 2.80 
Starch, Powdered, per 100 Ibs. 2.70 - 2.90 
Stearic acid, single pressed, per |b. 0 - J 
Stearic acid, double pressed, per Ib. 10%- 1M 
Stearic acid, triple pressed, per lb. 134%4- 14% 
Glycerine, C. P., per Ib. 14%. 15 
Glycerine, dynamite, per |b. nom. 
Oils 
Cocoanut, edible, per Ib. 082 
Cocoanut, Manila, crude, per |b. 031% 
Palm, Sumatra, per |b. 1.02" 
Palm, Niger, per |b. 03%- .03°4 
Palm, Kernel, per lb. 034 nom. 
Cotton, crude, per lb., f. 0. b. mill 09's 
Cotton, refined, per lb., New York 109/10 
Soya Bean, crude, per |b. 051 - .065 
Corn, crude, per |b. 06'1%- 06% 
Castor, No. 1, per lb. 11% 
Castor, No. 3, per Ib. 091%) 
Peanut, crude, per Ib. 06'8 nom. 
Peanut, refined, per Ib. 09%- 09% 
Olive, denatured, per gal. 92 - 93 
Olive Foots, prime green, per |b. O7%- 07% 
Chemicals 
Soda, Caustic, 76 per cent, per 100 Ibs. 2.95 
Soda Ash, 58 per cent, per 100 Ibs. 2.35 
Potash, Caustic, 88092 per cent, per Ihb., 

my es ; 07 
Potash Carbonate, 80785 per cent, per Ib. 

Me Ee 05% 
Salt, common, fine, per ton 15.30 
Sulphuric acid, 60 degrees, per 100 lb. 1.25 
Sulphuric acid, 66 degrees, per 100 Ib. 1.50 
Borax, crystals, 80 tons min., dlvd., ton 58.00 
Borax. granular, 80 tons min., dilvd.. ton © 53.00 
Zine Oxide, American, lead free. per Ib. 061,- 07% 
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Air in Charles of the Ritz mixing room is devoid of bacteria; bacteri- 
cidal ultra-violet lamps on ceiling take less current than 15-watt lamps. 






STERILIZING FACE CREAMS BY RADIATION 


What the Rentschler Process of cream 
sterilization is; its equipment, and how 


it is utilized by Charles of the Ritz 


by RICHARD SALOMON* 


Many face creams are peculiarly susceptible to 
mold spoilage, and therefore we have installed the 
lately perfected sterilizing equipment, the Rentschler 
Process, utilizing ultra-violet radiation. 

This process kills most if not all of the bacteria 
and mold spores in the air and on surfaces by radia- 
tion of ultra-violet energy. For the first time we 
have available a method of killing these undesirable 
organisms without uze of heat or chemical bae- 
tericides. The process is conveniently applied and 
does not interfere with manufacturing procedures. 

Before adopting the process, we decided to sup- 
plement the field tests made by the equipment sup- 
plier over several years with some of our own. A 
recognized laboratory made tests on a trial instal- 
lation in our own filling room, using ultra-violet 
radiators fastened near the ceiling, and petri plates 
containing germ and mold cultures lying on the 
work table, in the positions ordinarily occupied by 
cold cream jars before and during filling with cold 
cream. Their extensive report states that pus- 
forming bacteria are killed 100 per cent; spore- 
forming bacteria are killed with well over 99 per 
cent completeness; while black mold spores, under 
the conditions of the test, were reduced but not 
eliminated. 

PROCESS DEPENDS UPON ULTRA-VIOLET RAY 

The Rentschler Process depends upon the fact 
that a certain fairly narrow band of ultra-violet 
wave lengths, different from those which cause sun 


tan of the human skin, have great bacteria and 


*President, Charles of the Ritz, Inc. 
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mold-killing power. The exploitation of this inter- 
esting fact had to wait for the invention of an effi- 
cient, cheap and convenient source of these rays. 
The new lamp is such a source. It is a thin, thirty- 
inch tube of special glass in which, when lighted, 
a “cold” mercury arc can be observed. This are. 
so cool that the hand can easily be placed upon the 
outside of the tube without being burned, has a 
faint blue glow visible to the eye, but produces 
many times as much “light” of a kind which cannot 
be seen, but which kills microscopic life in a few 
seconds, much as if the fierce heat of a blow torch 
were applied directly to the germs. Microphoto- 
graphs of the effect upon one-celled animalcula in- 
dicate that this is so. 


SPECIAL REFLECTORS ARE USED 

Some of our cold creams are mixed hot but other 
creams are mixed cold; and to secure sterilization 
we installed the new lamps over the kettles. Four 
of the thirty-inch tubes were mounted with special 
reflectors directly on the ceiling, so that their effec- 
tive distance from the material in the kettles was 
not over seven feet. The reflectors make the rays 
almost twice as effective, for the special finish alu- 
minum of which they are made is one of the very 
few substances which reflect these peculiar radia- 
tions well. 

We installed ten tubes in the filling room, for 
here it is quite necessary that the jars be sterile 
before filling with cold cream so that mold which 
normally is present in the air of any room does not 
inoculate the creams causing them to spoil on the 
dealer’s shelf, even though the jars are tightly 
sealed. The same rays which insure against dealer 
loss also insure against damage to milady’s skin by 
pathogenic bacteria. A suction fan at the window 
draws fresh air in from outdoors. The air moves 
slowly under the tubes, maintaining its sterility, and 
escapes at the far end of the room. 

In order to maintain constant temperature and 
humidity in this room, [Continued on page 84 
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The sterilizing radiation of ultra-violet lamps prevents contami 
nation of clean cream by attendant's breath as it is being packed 













































Executives in cosmetics, drug, chemical 
and allied trades to meet at banquet at 


the Waldorf-Astoria March 9 


Wauar the drug, chemical, cosmetic and allied 
industries actually contribute to the social and eco- 
nomic welfare of the nation will be told over the 
radio to the nation at the fourteenth annual ban- 
quet of the Drug, Chemical and Allied Trades Sec- 
tion of the New York Board of Trade at the 
Waldorf-Astoria, March 9. 


WHAT THE INDUSTRIES CONTRIBUTE 

The report will disclose results of surveys and 
research undertaken by the industries, the extent to 
which the industries are taxed, the number of men 
and women employed by the industries, methods 
undertaken to reduce unemployment and put people 
back to work on private payrolls, new products 
brought out by the industries during the year, the 
extent to which the industries are backing pure 
science, pertinent legislation and regulations, adver- 
tising campaigns, and good will. Emphasis will be 
given to new industry problems which have arisen 
in the past year. When published the report will 
give the public a better view of the industry. 

A record attendance—over 2000—is already as- 
sured. Reservations indicate a splendid representa- 
tion of executives, of men who direct the destinies 
of important industrial companies. 

So March 9 will afford an excellent opportunity 
to every one to meet the people one likes, does busi- 
ness with or ought to do business with, but who 
are seldom seen. United action—group action—is 
essential today; and the banquet will bring to- 
gether men faced with similar problems and will 
help them to become better acquainted with those 
who day in and day out carry on the useful work 
of the section. A splendid opportunity is afforded 
for discussing pressing and mutual problems with 
others in an atmosphere of genial good fellowship. 


RECEPTION AT 6; DINNER AT 7:30 P.M. 


As usual, a reception will be held from 6 io 7 


p. in. The fraternal committee, headed by Ralph E. 


Dorland, will see that all are properly introduced. 
Numerous organizations will entertain guests in 
special rooms. But all will be closed by 7.30 when 
the banquet will be started. 

William D. Barry, chairman of the section, will 
preside. With him on the dais will be the officers 
of the Board of Trade and of the section. 
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OVER 2000 GOING TO BANQUET 











HE WILL PRESIDE 


William D. Barry, chairman, 
will introduce speakers to a 
record gathering and to the 
entire nation over the radio 


HE WILL HONOR 

Philip M. Dinkins and his 
committee will greet the hon- 
or guests and see that they 
are made to feel at home 


HE WILL INTRODUCE 

Ralph E. Dorland heads the 
committee which will see that 
you meet the prospect you 
want to sell and vice versa 





HE PLANNED MENU 

Francis T. McDonough had the 
task of planning a menu which 
would tempt the palate of the 
epicure and the crabby dyspeptic 


HE BALLYHOOED 


Turner F. Currens, enlisting 
press support, helped get over 
2000 reservations from all over 
the U.S. . .. his work is done 


HE ENGINEERED 


Ray Schlotterer, diplomat par 
excellence, handled two thou- 
sand and one details to in- 
sure an enjoyable time for all 
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AGAINST 


UNDER the Twenty - first 
Amendment, the problems of 
liquor control have been 
shifted from the central gov- 
ernment at Washington to the 
respective states. The prob- 
lems accordingly have be- 
come and will continue to be 
more extensive, diversified, 
sectional and local. 





The extent of the powers 
now possessed by the states under the Twenty-first 
Amendment, as very recently construed by the 
Supreme Court in /ndianapolis Brewing Co., Inc., 
vs., The Liquor Control Commission of the State of 
Vichigan, and Joseph S. Finch & Co. and others vs. 
Roy McKittrick, Attorney General of the State of 
| Vissouri, decided January 3, 1939, includes the 


“right to prohibit or regulate the importation of 

intoxicating liquor” into the states; and the ex- 

ercise by the states of such right is not limited by 
’ the commerce clause or the equal protection clause 

of the federal constitution, even where such right 

is exercised by one state in retaliation against a 

sister state, as contended in the Indianapolis Brew- 
i ing Co. case. 

The exercise of unlimited police powers internal- 
ly, together with the additional power, recently ac- 
quired, of regulating or stopping the interstate com- 
merce in liquors, is enough to give us serious 
concern and apprehension. “It Can’t Happen Here” 
must not be the philosophy to guide our delibera- 


tions. 


WHAT THE AMENDMENT DID 

The Twenty-first Amendment has returned the 
problem of liquor control to the folks back home. 
: and the folks back home, who are users of “Indus- 
trial Alcohol,” must be prepared to carry on in the 
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ALCOHOL USERS MUST FIGHT 
STATE REGULATIONS 


< e nee i 
3 ae: ; 


Department. 





Why all must be alert to preserve the 
status of industrial alcohol . . . How 


everyone can help 


by CAPT. JAMES P. McGOVERN* 


communities in which their business is conducted. 
This will, as heretofore, require a vigilant look-out 
for all laws and regulations proposed or adopted 
by the states and a preparedness to take prompt 
and concerted action when necessary. The situa- 
tion also demands a program of local education to 
counteract any prejudice and antagonism which 
may exist or hereafter arise against the uses of 
alcohol for industrial purposes. 

If there is to be a breakup or breakdown of 
liquor control because of various systems of en- 
forcement now found necessary, “Industrial Alco- 
hol” must suffer no collapse or slackening of the 
cohesion which, under federal control, has given 
it universal distinction. The use of tax-paid alcohol 
in the manufacture of flavoring extracts or medi- 
cines in Maine is as much an industrial use as the 
use of tax-free denatured alcohol in the manufac- 
ture of paints and varnishes in California. There 
should and must be a strengthening and tightening 
of the coordination and cooperation of all users 
of all kinds of “Industrial Alcohol,” all along the 
line, if its identity and integrity are to be preserved 
\ Council of Industrial Alcohol 


Users affords this medium of united effort. The 


and maintained. 
strong must assist the weak, for all are in the same 
boat, and the boat must be kept on an even keel 


* Counsel for Industrial Alcohol Institute Extract from address on forma 
tion of Council of Industrial Aleohol Users 
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through local storms and showers. No occupant 
should be permitted to rock the boat. and all hands 


must be employed in holding it to its course. 


WORK FOR USERS’ COUNCIL 

The Council should be devoted exclusively to the 
cause of “Industrial Alcohol” and in no sense at- 
tempt to intrude upon or usurp the functions of 
those splendid and distinguished associations with 
which users are already affiliated and which have 
rendered such valuable services in the past. The 
task is to coordinate their services to be utilized 
and applied in each State and local community 
where “Industrial Alcohol” is affected, for the rec- 
ognition and protection of a privilege common to 
all-—-the use of alcohol for industrial purposes. 

Aside from the economic questions, the problems 
involving industrial alcohol are political and moral. 
There is still another . . . a patriotic problem. If 
the power to control interstate commerce was essen- 
lial to the organization and functioning of the Fed- 
eral Government, which no one can deny, I am 
apprehensive of the effects, economic, political. 
moral and patriotic, of divesting the government 
of such power as to intoxicating liquors. If it 
develops to have been a mistake, how interesting it 
would be if Industrial Alcohol could be the exam- 
ple of the advantages claimed for federal control! 
In any event, the arteries of commerce must be kept 
open for the distribution of alcohol, if the indus- 
trial heart of the nation is to continue to beat. 


Colorimetric Test for Alpha and 


Beta Naphthol 
By OSCAR HEIM 


A METHOD for the estimation of small amounts 
of B naphthol in the presence of large amounts of 
interfering substances (oils of cloves, spearmint, 
cassia and thyme; menthol, methylsalicylate, phe- 
nylsalicylate, benzoic and salicylic acid, phenol, and 
o-cresol, besides much glycerol, soap and inorganic 
substances) is outlined here. 

On occasion of testing qualitatively for small 
amounts—about 0.004 per cent—of B naphthol in 
a pharmaceutical cosmetic preparation, it was found 
to be far less simple than it would appear. All tests 
and determinations listed in Allen’s Comm. Org. 
Anal., A.O.A.C., and Rosenthaler’s book failed com- 
pletely to detect or determine amounts of about 
0.004 per cent. The main obstruction was found 
with the flavoring materials. These contained a 
number of aromatic ingredients among which oil 
of cloves and salol were found chiefly responsible 
for the interference. A colorimetric procedure was 
worked out for estimating B naphthol in the pres- 
ence of the interfering substances named before. 

The applicability of this method depends upon 
the nature of the sample; therefore, only an ex- 
ample, actually experienced, will be described. It. 
no doubt, can be used in most cases and suitably 
modified in others. For producing color, alpha 
naphthylamine hydrochloride as a diazo component 


was found more satisfactory than naphthionic acid, 
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sulphanilic acid and several others. Alpha naphthol 
was found to behave similarly to beta naphthol, i.e., 
the same small amount of alpha naphthol introduced 
into the mixture appeared to produce a_ similar 
shade of color, somewhat browner. 

PROCEDURE 

For comparison, a standard is made up contain- 
ing a known quantity of B naphthol—approaching 
that of the sample under investigation—in the pres- 
ent case 0.004 per cent. The ingredients of the 
sample as found by analysis were also incorporated 
in that standard. The sum of the eleven “aromatic” 
substances referred to amounted to two per cent 
(equal proportions). The B naphthol was dis- 
solved therein and the whole mixed with the in- 
eredients that make the bulk of the standard. 

Weighed portions of sample and standard are 
treated exactly alike and quantitatively; i.e., ex- 
tracted with methanol — Buchner funnel — trans- 
ferred to a separatory funnel, the methanol ad- 
justed with water to sixty per cent and the alkalin- 
ity to about 0.05 normal with KOH. Then follow 
three extractions (shake outs) with ether-petrolic 
ether 1 + 2 (removal of oils, etc.) acidification 
with dil. HCl and several ether extractions. This 
dried ether solution (Na»SO,) is evaporated in an 
erlenmeyer flask, the residue taken up in petrolic 
ether (no heating), filtered, washed, evaporated and 
weighed. A color scale is made up of this fina! 
residue from the standard by weighing amounts be- 
tween 0.1 g. and 1.0 g. into test tubes or centrifuge 
tubes, developing and comparing with the color 
produced with the sample having been treated like- 
wise. 

For developing the coloration, the residue in the 
tubes—mostly fatty acids—is dissolved in from 
two to five cc. CHCL;. One drop alpha naphthyl- 
amine hydrochloride (0.5 per cent) plus one drop 
NaNOz (15 per cent) plus one drop HCl (10 per 
cent) are added in quick succession and shaken 
violently for two seconds. “Icing” is not used. The 
appearance of an orange nitrosate at this stage can 
be disregarded. One drop ammonia (20 per cent) 
is added, shaken violently for two seconds, followed 
by two drops of water and four drops of acetic 
acid (cone.) and again shaken to clear up the 
CHCl, layer. Centrifuging is an aid to that end, 
though not necessary. Colors are now matched. 
REMARKS 

If, for example, 0.1 g. of the residue from the 
sample produces a color equivalent to that from 
0.5 g. residue from the standard, it is advisable to 
repeat and add 0.4 g. fatty acids so as to make con- 
ditions equal. 

The color produced by a standard as described 
hut without B naphthol lacks the reddish tinge of 
the standard with B naphthol. 

The color produced by a standard as described 
hut without phenol, o-cresol, oil of thyme, benzoic 
and salicylic acid was the same. 

Literature cited: Allen’s Comm. Org. Anal. 5th 
Edition, pp. 227 to 235; A.0.A.C. 4th Edition, p. 
141: Rosenthaler, Vechw. Org. Verbg. 2nd Edition, 
pp. 255 to 257. 
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Hearing on Standards 


A HEARING was accorded to the entire member- 
ship of the Flavoring Extract Manufacturers’ Asso- 
ciation at the Hotel Pennsylvania, New York, N. Y.. 
February 2 by the Standards Committee for the 
purpose of getting a full expression of opinion 
in order that the best possible standards might be 
suggested to the Food and Drug Administration. 

The hearing was conducted by Dr. B. H. Smith. 
chairman of the Standards Committee. The dis- 
cussion centered about proposed standards for pure 


Left: LELAND 
P. SYMMES 


Right: 
DR. BERNARD 
H. SMITH 





vanilla extract, concentrates of pure vanilla, vanilla 
sugar, imitation vanilla. imitation extracts, flavor- 
ing emulsions and bottle standards. 

Following the hearing the Standards Committee 
carefully reviewed statements made by members at 
the hearing and on the following day, Dr. B. H. 
Smith read his report from the Standards Commit- 
tee which, with a few modifications, was accepted 
by the Executive Committee. 

It is now contemplated that Dr. Smith and the 
Standards Committee will have a preliminary hear- 
ing with Dr. Frisbie, chairman of the Standards 
Committee of the Food and Drug Administration, 
in the very near future, and that a final hearing 
will probably come before the Food, Drug and 
Cosmetic law becomes effective June 25. 

The tremendous task of setting up standards for 
the entire food industry may prevent such a final 
hearing until after the law becomes effective. In 
view of this fact, the association has made applica- 
tion for exemptions until such time as standards 
can be adopted for the flavoring extract industry. 

Members of the Standards Committee of the 
association are: Dr. B. H. Smith, chairman; George 
H. Burnett, W. F. Meyer, Louis A. Rosett, William 
J. Stange and George M. Armor. President L. P. 
Symmes and John S. Hall were at the speakers’ 
table with Dr. Smith. 


News in the Flavor Industry 


Good Year for Soft Drinks 

The soft drink industry, which spent more than 
$5,000,000 for advertising in 1938, looks forward 
to one of its best years, according to Thomas F. 
Fay, president of the Eastern Soda Water Bottlers’ 
Assn. This industry like the food industry, Mr. 
Fay stated, does not feel the fluctuations of busi- 


ness activity so greatly. It is reported to have made 
a net profit on 4,000,000,000 transactions on which 


February. 1939 








retailers are believed to have realized another 
$50,000,000 of gross margin. According to recent 
tabulations, Mr. Fay added, there are about 100 
national brands in this industry. Census figures for 
1937 showed the value of manufactured carbonated 
beverages to be $279.000,000 and showed 3920 
establishments. The cases numbered 354.478.839 
with 24 bottles a case on basic 5c. retail price. 


F. E. M. A. Convention June 5, 6 and 7 


The annual convention of the Flavoring Extract 
Manufacturers Association will be held Monday, 
Tuesday, and Wednesday, June 5, 6 and 7 at the 
Hotel Pennsylvania, New York, N. Y. John Ogden 
is chairman of the publications committee and a 
meeting will be held soon to formulate plans to 
make the convention a record one. 


Tax on Super Markets Overthrown 

\ year-long fight between independent grocers 
and operators of “super markets” in New Jersey, 
which is comparable in many ways with the na- 
tional controversy over chain stores, came to a 
climax February 4 when the State Supreme Court 
set aside ordinances enacted in Camden and At- 
lantic City to impose heavy license fees on large 
self-service food markets. 

The case was carried to the high court by the 
Great Atlantic & Pacific Tea Co., Inc., the Acme 
Markets, Inc.. the Giant Tiger Corp. and Food 
Fair, Ine. 

The court held that a municipality cannot arbi- 
trarily discriminate between those engaged in the 
same business merely because one merchant chooses 
one method for making sales and another does not. 


Flavor Materials Market 


Vanilla Beans 

Strength predominated in all quarters of the 
vanilla bean market. Most arrivals are going di- 
rectly to consumers; and because of the shortage 
of material at Marseilles, comparatively few offer- 
ings of Bourbon beans are noted in this market. 
Under present conditions the trade here is wonder- 
ing whether there will be sufficient quantities to 
take care of consumers requirements until the next 
crop which will not be available until 1940. 


Citrus Oils 

Lemon oil occupied the foremost position in the 
market in the citrus oil group. The Italian market 
showed signs of sustained strength with prices lack- 
ing unsettlement. The tendency abroad was upward 
With suppliers of California oil assuring consumers 
that the current price would hold, much activity de- 
veloped on spot and for forward delivery. 

Irregular demand was the common report with 
regard to orange oil and competition in lime was 
still keen because of liberal offerings from Mexico. 
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HAIR REMOVER 
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Hair Remover: A_ pleasant, fra- 
grant cream for removing superflu- 
ous hair from the arms, legs, and 
face is offered by Facile Cosmetics, 
Ltd. It can be used at room tempera- 
ture and, hence, there is no danger 
of being burned. Moreover, its in- 
gredients are said to be so mild that 
it could be eaten without causing the 
slightest harm. In fact, it is almost 
75 per cent honey. Facile is spread 
on the skin; then over the coated sur- 
face a cloth is pressed and quickly 
snapped off, taking the hair with it. 
The cream comes in a green jar with 
a black metal closure and a silver foil 
label. The outer box is green and 
silver striped, also with a silver foil 


label. 


Ski-Sports Jelly: Elizabeth Arden 
introduces a new sun preparation for 
winter sports. It is colorless, non- 
sticky, and of light consistency. It 
conserves the suppleness and softness 
of the skin, the maker claims, by giv- 
ing protection from the sun and by 
keeping the skin moist which helps 
to prevent chapping. Use of the jelly 
with just a touch of lipstick and eye 
make-up is recommended—the slight- 
ly shiny effect being a current fash- 
ion point. The shell pink tube, gaily 
decorated with an upright pair of 
skis, can conveniently be slipped into 
the pocket of a ski jacket. 


Hair Crayon: A convenient device 
for a quick “covering up of gray 
offered by Harper 
Method, Inc. It is a hair crayon, 
packaged in a large black enameled 
lipstick case so that it can easily be 
carried in the purse. It needs only to 


hair” is now 


be moistened a bit before applying. 
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It is absolutely harmless, the com- 
pany 
not rub off. Six different shades are 
offered: light, dark 
brown; auburn; black; and blonde. 
The regular Harper label in red and 
ecru encircles the base of the metal 


claims, non-greasy, and will 


medium, and 


container. 


Lipstick Base: Another new make- 
up base, Baystik, made by Anré, cos- 
metician for Martha Washington, en- 
ters the market. This is a lipstick 
which will keep lipstick on 
longer, it is stated, and also will 
overcome smudgy, caked effects and 
uneven adhesion of regular lipsticks. 
After the lips have been cleansed and 
dried, Baystik is applied in the ordi- 
nary lipstick manner. The founda- 


base 


tion dries in about two minutes, the 
makers state; and once it is dry and 
the excess cream removed, regular 
lipstick can be applied. The stick has 
a neutral burnished copper color and 
comes in a black and gold ribbed 
metal container. 

Hair and Scalp Treatment: = Two 
new products for treating the scalp 
and hair are offered by Mary Greene, 
hair and scalp authority. One is a 
non-greasy, non-alcoholic scalp un- 
guent for dry, itching scalp which is 
massaged into the head with the fin- 
gertips. Experiments have shown it 
to be successful in combating severe 
dandruff cases, it is reported. The 
second item is a combination sham- 
poo and oil treatment which, it is 
claimed, will impart lustre and soft- 
ness to dry, dull hair. The unguent 
comes in a green tube, printed in 
white. The combination shampoo is 
in a flat bottle with a green label. 
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EVERY MANUFACTURER WILL BE AFFECTED 
THIS year 44 state legislatures meet in regular 
session; and again the threat of tariff walls—dis- 
criminatory sales and inspection laws aimed to stop 
competition from outside the state—erected by the 
states chiefly for revenue, looms up to menace the 
free flow of trade between the states. 

The various state legislatures, as John S. Hall 
points out, in consideration of discriminatory and 
restrictive measures naturally succumb to the spe- 
cial interest groups which are able to put on the 
most pressure—forgetting all about the general wel- 
fare which is bound to suffer. 

It is likely that nearly all states will consider 
new food, drug and cosmetic laws this year which 
will affect practically every manufacturer. And un- 
less the rising tide of discriminatory legislation is 
controlled, it is likely to swamp the allied industries 
with a maze of conflicting restrictions which may 
make it almost, if not wholly. impossible to do 
interstate business. 

The most practical and surest way of preventing 
this is to press aggressively by every available 
means for the enactment of a uniform state food, 
drug and cosmetic bill in all of the states. 


“IT CAN’T HAPPEN HERE” 


WHEN the Supreme Court on January 3 handed 
down its decisions in the so-called liquor control 
cases, it gave to the states the right to stop the im- 
portation of liquor. It held that the right was not 
limited by the commerce clause or equal protection 
clauses of the Constitution even if the right is used 
by one state in retaliation against a sister state. 

This power given to the states may well cause 
serious concern. If the states may prohibit the im- 
portation of liquor, why may they not prohibit the 
importation of flavoring extracts, soap or toilet 
articles? The law is built up or torn down by 
court decisions in curious ways. 

One of the chief reasons for founding the federal 
government was to remove petty restrictions by the 


EDITORIALS 









states on the free flow of commerce from one to 
another. That was needed if the nation was to de- 
velop and prosper. Now a step has been taken and 


one precedent established by our highest court 
divesting the federal government of just such 
power. 


REPEAL FAIR TRADE LAWS? 
THE movement to repeal the Miller-Tydings Act 
which culminated in a bill for that purpose now in 
Congress as well as the movement to repeal any of 
the numerous state fair trade acts are both to be 
deplored. Primarily these laws are intended to 
protect the consumer from unfair trade practices 
which in the long run are at his expense. They 
also protect the responsible manufacturer of trade- 
marked products by giving him the legal oppor- 
tunity to guard in various ways the reputation of 
his branded merchandise. Any law that tends to 
raise the standard of business conduct and that en- 
ables a manufacturer to stabilize the market he 
has created for his products is likely to be in the 
public interest. 


IS THERE A PLACE FOR OLDER MEN? 
THERE is a growing place in business and indus- 
try for men and women well over 40 years of age, 
according to a survey by the National Association 
of Manufacturers. An interesting conclusion brought 
out was that 89.17 per cent of companies now 
have no maximum hiring age limit. It was also 
shown that there was no lessened proportion of 
employment of workers between 40 and 50 and only 
a slight decrease after the age of 50. A significant 
fact revealed by the survey was that the proportion 
of older workers in 1938 was almost 20 per cent 
higher than in 1937. Older workers, it is at last 
realized, constitute a vital and dynamic part of in- 
dustry. Their experienced skill and strong loyalties 
coupled with judgment which comes only with 
years evidently give to their services a value not 
hitherto adequately realized. 


















































241. Olive Oil Shampoo 

Q: 1 am anxious to get a list of wet- 
ting agents mentioned in the Novem- 
ber issue, in the article on “Foaming 
Soapless Shampoo.” I am also seek- 
ing a good formula for making liquid 
shampoo from olive oil—T. H., In- 
diana. 

A: The bulletin on Wetting Agents 
is available from the AMERICAN PER- 
FUMER as long as the supply lasts. 
Olive oil as a sole material in sham- 
poo is not commonly encountered. It 
offers difficulties in 
raises the cost of the shampoo and 


manufacture, 


large scale and _ special 


Not only that, but sham- 


requires 
equipment. 
poo as it is liked in this country has 
to have certain properties which are 
best obtained from cocoanut oil. If 
you prefer, you can buy cocoanut oil 
shampoo concentrates which require 
dilution with 


nothing more than 


water to obtain a good shampoo. 


242. Plucking Cream 

Q: We have been asked to develop a 
plucking cream with anaesthetic prop- 
erties. Some of the drugs I contem- 
plate using are ethyl aminobenzoate, 
phenocaine, procaine or butesin com- 
bined with a little thymol and ethyl 
chloride. Which of these would be the 
least irritating to the skin, or could 
you suggest a formula? Would such 
an item be allowed on the market? 
C. S., Ohio. 

A: The preparation you contemplate 
would quite probably be considered 
a drug in the eyes of the FDA and 
therefore you will have to have your 
product approved by them, before 
you can manufacture for sale. We are 
not in position to advise on a drug 
problem as it is out of our domain. 


245. Neutralizing Odor 

Q: Would you please suggest a per- 
fume material that would offset the 
F. G., 


odor of 42% thymol in soap. 
Rhode Island. 

A: Under separate cover we have 
sent you a list of suppliers of aro- 
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QUESTIONS AND ANSWERS 


matics who advertise in THE AMER- 
ICAN PERFUMER, and who would be 
glad to develop such an odor for 
you. However, if you prefer to do a 
little experimental work on this your- 
self, you can start with the following 
essentials: balsam peru, peppermint. 
clove, sage, benzoin, eucalyptus, cou- 
marin, anise, ionones, cinnamon, rose 
and orange blossom oils, resins, iso- 


lates, etc., as the case may he. 


244. Almond Lotion 

Q: We are making a_ honey-and- 
almond type hand lotion, the formula 
of which follows. After about a week, 
the product separates giving a clear 
layer at the bottom. What can be the 
trouble? R.F.D., Maine. 


A: As close as we can tell, you have 


insufficient preservatives in your 


product. For complete assurance. 
use methyl p-hydroxy-benzoate in a 
ratio of 1:750, dissolved in the water 
making mucilage of 


quince seed. 


before your 
Dissolve enough pre- 
servative so that the finished product 
stated amount, i.e.. 


This should solve your dif- 


contains — this 
1:750. 


ficulties. 


245. Apricot kernel Oil 

Q: I compound a very beautiful 
emulsion of apricot kernel oil with 
triethanolamine, but on standing for 
a few weeks there is a slight separa- 
tion of water on the bottom of each 
bottle. I make the product according 
to the formula and procedure men- 
tioned in the February, 1933, AMER- 
ICAN PERFUMER, a batch taking about 
10 minutes to be well made. Why do 
I get the separation and how can it 


he avoided.—A. F., Calif. 


A: It is not all in the formula, part of 
it is the processing. The type mixer 
you are using does not give you good 
emulsification. What you need is a 
“push-pull” type 
which there are several good makes. 


rapid mixer of 
If you can homogenize the emulsion, 
or pass it through a colloid mill, 
stability will probably be greatly en- 
hanced. Another important fact to 


keep in mind in regard to triethano- 
lamine emulsions is that an excess of 
fatty acid must be present for best 
results. 


246. Powder for Copper Oxide 

Q: What powder can I mix with cop- 
per oxide and powdered aluminum 
that will act like a wetting agent. The 
purpose ts to draw moisture more 
completely throughout a mixture of 
these powders. Would acetone in a 
permanent waving solution be harm- 
ful to the hair? What is meant by 
the designations D.P. and D.R.P. 
given in the Abstract Section? 

A: Any 


would be 


porous powdery material 


suitable. Diatomaceous 
earth, tale, chalk or other water ab- 
sorbing ingredient would be helpful 
it would seem. We don’t know any- 


thing about acetone in permanent 
waving solutions, but would off hand 
think that it would have no more 
ulterior action than would alcohol. 
You realize, of course, that it is a 
volatile solvent and therefore in- 
flammable. D.P. and D.R.P. are 
prefixes added to numbers designat- 
ing a German Patent. Thus D.R.P. 
659,120 Patent 
059.120. 


refers to German 


247. Bath Salts 

Q: I am interested in making a bath 
preparation. Can you suggest form- 
ulas for good bath salt, also pine or 
Swiss pine products?—L. V. B., New 
Jersey. 

A: Sodium sesquicarbonate, adver- 
tised under a different name in THE 
AMERICAN PERFUMER is an ideal base 
for bath salts, once it is suitably 
colored and perfumed. The name of 
the supplier goes to you under sepa- 
rate cover, even though you did not 
send a stamped envelope. To make a 
pine product, you simply add the re- 
quired amount of pine compound in- 
stead of other perfume. Swiss pine is 
a special type, and advertisers of aro- 
matic materials in THE AMERICAN 
PERFUMER can supply any kind. 


The American Perfumer 










by MAISON G. DE NAVARRE 


Deodorant A new aluminum salt is 
now available for use in deodorants. 
It is aluminum citrate. The prod- 
uct comes as a fine white powder, 
no odor. It is slowly soluble in cold 
water, but in hot water there seems 
to be no limit to solubility. Solu- 
lions containing one pound per pint 
have been made, with no crystalliza- 
lion on cooling. Externally applied, 
it is as safe as any of the other alumi- 
num salts, if not more so. The 
citrate radical is more mild in action 
than the chloride or sulphate. 


Cream Ingredient A series of new 
cosmetic ingredients. available for 
some time abroad, has recently been 
made available in this country. They 
are hydrogenated fats of vegetable 
origin, free from traces of catalyst. 
and) possible chance of rancidity. 
The congealing points range from 
35 to 75 deg. They are intended as 
modifiers of consistency in lipsticks. 
paste or cream rouge, lotions. shav- 


Ing creams, etc. 


Oxycholestrin Concentrates — \\ 
get quite a few inquiries about a 
concentrate of lanolin which can be 
melted together — with petrolatum 
giving an absorption base. We know 
of a couple of sources for these ma- 
lerials, and if you are interested. 
THe AMERICAN PERFUMER will glad- 
ly pass the information along. 


Wetting Agents Some more wet- 
ling agents just off the fire. These 
come in liquid form and will prob- 
able find use in shampoo  prepara- 
lions of the Drene type. The prod- 
ucts are of heavy consistency; and it 
is claimed that the price is right. 


Cosmetic Analysis Course — Antici- 
pating the coming needs of the cos- 
metic industry, Dean R. T. Lakey of 
Wayne University College of Phar- 
macy has established a course in 
cosmetic control and analysis. Only 
college graduates from recognized 
schools are eligible. The course will 
teach the student the technique olf 
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esiderata 


controlling raw materials and_ fin- 
ished cosmetics, as well as othe 
pertinent facts that cosmetic tech- 
nicians entrusted with this phase of 
cosmetics in manufacturing con- 
cerns will have to be fully acquaint- 
ed with. 
write direct to Dean Lakey, Wayne 
University College of Pharmacy. 625 
Mullett Street, Detroit, Mich. The 
course starts in February. 


Interested parties please 


Carbon Dioxide In Creams Creams 
made with materials susceptible to 
oxidation could be made more stable. 
it seems to me, if they were emulsi- 
fied with carbon dioxide gas, much 
like ice cream is emulsified with air 
lo give it certain properties. Carbon 
dioxide will give a nice fluffy cream 
and the manufacturer can utilize oils 
and fats heretofore contra-indicated 
hecause of rancidity. Maybe the 
thought is a crazy one, but it sounds 
xood enough to try out. Or has 
someone tried it already? 


Butyl p-Hydroxy-Benzoate One sup- 
plier has been selling this by trade 
name, and we have just run into an- 
other supplier of the chemical. As you 
know. it is more potent as a preserva- 
tive than either the methyl or butyl 
ester which have heen in use for 
some time. 


Special Titanium Dioxide A few 
months ago, I thought the titanium 
dioxide mentioned then was just the 
hest that could be found. It was 
until now. A special milled grade 
containing a small trace of tale is 
now available. The powder is light 
and fluffy. Very easily added to 
your face powder or cream formula. 


The price is right, too. 


Sun Tan A_ product that prevents 
sunburn and enhances tan will quite 
probably be classified as a drug prep- 
aration by the F.D.A. and it will be 
required that the product meet that 
specification of the law. This was 
more or less suspected and mentioned 
in this column some time ago. Re- 
cently, a manufacturer desiring to 





make a preparation of this type was 
asked to give proof that his product 
would meet the requirements under 
the “new drug” clause which shows 
you how the F.D.A. is thinking. 


Bulletins The only bulletin still in 
print is that on Emulsions. All 
others are gone. They will be re- 
vised and reprinted during the year. 
Inasmuch as the free deadline was 
Dec. 15, you should see the quarters 
rolling in now. The forthcoming 
bulletin will deal with the handling 
of alcohol in making perfumes and 
lotions and in short will tell you 
about alcohol, prefixing and per- 
fumes, what the other bulletins have 
viven on their respective subjects. 





Photographing Odors 
ALTHOUGH it is generally agreed 


by scientists that the odors of aro- 
matic materials are due to the emana- 
tion of material particles, this view 
has not been universally accepted. 
Prof. H. Devaux, 


demonstrated the existence of mate- 


however, has 


rial emanations by means of a very 
ingenious device. If an odorous ma- 
terial is enclosed in a cell a few milli- 
meters above a clean mercury sur- 
face, it is possible to collect on this 
surface a thin layer of the odorous 
substance. 

By initially coating the surface of 
the mercury with tale powder, the 
eradual formation of the layer may 
he observed and photographed as the 
tale is gradually pushed away from 
the point immediately below the spee- 
imen of the odorous material. Two 
photographs of this sort were ex- 
hibited at the 83rd Annual Exhibition 
of the Royal Photographie Society 
held recently in London. The photo- 
eraphs showed emanations formed 
from camphor and a lily respectively, 
and were the work of F. Breitenbach. 
The very different appearances of the 
camphor and lily emanations suggest 
the possibility of classifying odors 
according to the type of emanation 
formed.—by H. Stanley Redgrove. 
B.Sc., F.1.C., F.RH.S. 
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5 ..PARFUMS CORDAY: This company’s most 
popular perfume, Toujours Moi, has been used to 
scent a new lipstick. The lipstick. moderately 


creamy. may be had in various shades, including 


Dawn, a bright red; Sunset, deep red; Lightning. 


with an orange undertone; and Rainbow, with a 
purple undertone. The gem-like gold case suggests 
Renaissance craft. The familiar Tourjours Moi 
pattern appears on the shaft of the lipstick as well 


as on the case. 


4..ROGER & GALLET: The old fashioned. portly 
demi-john served as inspiration for this firm’s new 
eau de cologne bottle. The stopper and_ basket. 
which is ridged to give a wicker effect. have been 
copied in ivory plaskon. To complete the simula- 
tion, the contents label hangs from the bottle’s neck 
by a small chain. The basket screws on to the 
bottle, giving protection and a secure grip. Mold- 


ing done by Armstrong Cork Co. 


1..PRIMROSE HOUSE: The chief features of 
this firm’s new travel bag is lightness and roomi- 
ness. The zipper compartment contains two creams. 
powder, freshener, eye bath, double mirror, and a 
pocket for knick knacks. The yellow composition 
of the jars makes them light and practical. The 


hag is made of alligator grain and is silk lined. 


2.. BOURJOIS, INC.: The new Evening in Paris 
Trio Lotion is a creamy liquid for cleansing, and 
softening the skin which works as a powder base 
as well. The blue fluted bottle, capped in white, is 
modern and feminine. The silver foil label is 


printed in blue. 





3..PARFUMS CHEVALIER GARDE: An inter- 
esting novelty is this firm’s new presentation of 
hath salts and sachet in a “Russian Ballet Slip- 
per.” The slipper is an exact replica of a real dane- 
ing shoe. A glazed gauze pouch of rose-geranium 
hath salts is fastened into it by the ribbons. The 
ereen checkered box. edged in black is a copy of 
the regular Delman shoe box. The package might 
also be used as a sachet. 


&..HELENA RUBINSTEIN: A_ milkmaid’s tray 
in miniature serves as this firm’s newest presenta- 
lion of its Pasteurized Milk Bath Powder. The 
tray, made of red wire, holds eight bottles. The 
bottles, each containing enough powder for two 
baths, are replicas of the real dairy variety daintily 
dressed up with cellophane tops and gold cord. 
The milk bath has proven very helpful, the maker 
reports, in protecting the skin against winter 


weather. 


7..CYCLAX OF LONDON: This well known 
I 


nglish house is importing its Sandalwood bath 


essence into this country for the first time. An 
attractive package has been designed, using an Eng- 
lish floral print paper accented by satin bands of 
royal purple. The imported essence is a new de- 
parture from the usual floral odors for the bath. 
Magnum cakes of soap and bath powder in the 


same fragrance are included in the series. 


8 .. LIGHTFOOT SCHULTZ CO.: This organiza- 
lion’s newest soap presentation is the “Ball and 
Chain” package. The French milled soap comes in 
three colors and odors: green with a pine odor. 
peach with a rose-geranium odor, and white with 
a gardenia odor. Artful little cartoons of domestic 
scenes decorate the box. To make the item sea- 
sonal, it is now being displayed in a Valentine 
transparent cellulose paper wrap. 





g .. EUROPA HOUSE. INC.: A new exotic orien- 
tal perfume, El Morocco, created by John Perona, 
is to be distributed by this firm. The crystal 
grooved flacon comes packaged in a midnight blue 
satin box. White opaque palms decorate the box. 
\ white satin edging finishes off the figured design 
on its sides. The palm tree motif is carried through 
on the bottle label in white and midnight blue. 


12...COSMETIC FACILITIES, INC.: Believing 
that only with a brush can lip rouge be properly 
applied, this company offers a compact, “Banjo,” 
containing a fine red sable brush, two shades of 
rouge, and a mirror. The brush permits the use of 
cream rouge containing beneficial oils rather than 
lipstick stiffened with wax. The compact comes in 
gold or chromium finish. Five day and evening 
combinations of rouge shades are offered. 


10 .. ROBERT GEE CO.: This firm’s line of men 
toiletries, known as “Collins,” is presented in a trim 
“Tidy Up” kit. The kit contains soapless shampoo, 


after shave lotion, hair dressing, brushless shaving 


cream, massage cream, plastic safety razor, and 
blades. The attractive plaid labels are printed in 
cream, gray, black and red. Plastic caps and covers 
molded by Armstrong Cork Co. 


a1... KURLASH CO.: This company’s latest eye 
grooming kit is compact, complete, and inexpensive. 
It is fitted with Kurlash, the curling implement, Kur- 
lene lash cream, Twissors, mascara compact, and 
eyebrow pencil—all in new pale green and white 
packages. The kit is made of silk moire and is small 
enough to carry in the average handbag and yet 
roomy enough to take in a lipstick, rouge and 
compact. 








ye-Hard Vanity 


.. we manufacture cosmetic sales from Indurite* 
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evil’ Indurite* finish makes these new 
compacts perfume-proof, scratch proof. Viade 
of feather-light aluminum, they look and feel 
as precious as the gold and silver they simulate. 


Such are the sales points 
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SCOVILL MANUFACTURING 


ity to make adroit use of tremendous manufac- 
turing facilities to save you manufacturing costs; 
Seovill’s cash-conscious design department. A 
majority of manufacturers make use of one or 
both of these Scovill services. You could profit 
with them. 

Get in touch with one of the offices listed be- 
low, or write direct to the Company at 79 Mill 
Street. Waterbury, Connecticut. We have a story 
all our own about containers and closures. No 


other manufacturer can give it to you. 


*Scovill’s trade name for Aluminite 
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NEW PRODUCTS AND PROCESSES 


Useful New Detergent 

Soap salesman extraordinary is the 
way the American Cyanamid & Chem- 
ical Corp. describes its tetra sodium 
pyro phosphate, anhydrous. 

To the manufacturer of soaps and 
to the general detergent field, the 
makers claim that it is an effective 
new detergent aid which notably in- 
creases the general efficiency of soaps, 
soap powders and a wide variety of 
cleaning compounds. 

It is also pointed out that it pos- 
sesses low pH water softening power, 
ready solubility and stability in water 
solutions even at high temperatures 
which may be capitalized into selling 
terms that appeal to the public. 

Literature as well as full informa- 
tion are available on request. 


Ethavan 


Ethyl Vanillin under the name of 
Ethavan is offered by 
Chemical Co. According to the de- 
scription of the product, it is vanilla- 
like in flavor, with a relative flavoring 
strength approximately three times 
that of vanillin. Samples and further 
information will be sent on request. 


Monsanto 


Spray Machine 


A spray machine for the semi-auto- 
matic spray coating of the inside of 
small cylindrical objects such as pa- 
per or metal cans has been developed 
by the Eclipse Air Brush Co. Full 


details are available on request. 


Protection Against Fumes 

For protecting workmen against 
liquids and fumes, neoprene may be 
used with success in place of rubber 
clothing either as clothing or in 


Neoprene Coated Fabric 


hoods, according to E. I. du Pont de 
Nemours & Co. Neoprene garments, 
the company states, may be depended 
upon to stand long hard usage. 


Reflectometer 

To the analytical chemist the new 
photo electric Reflectometer is a most 
useful aid, according to Pfaltz & 
Bauer, Inc., who offer the instrument. 


For Measuring Cosmetic Powders 


In accuracy and adaptability with 
other photo electric measuring ac- 
cessories it is reported to be of much 
aid in the measurements of cosmetic 
powders, etc., where determination of 
minute differences in shade is of im- 
portance; moreover, it shows if the 
color is uniform at all times. It is 
also of use for measuring the amount 
of dust or dirt in air. 

The Reflectometer is primarily a 
novel photocell which transforms 
light directly into electric energy, in- 
dicated by a microammeter, which 
serves as the measuring instrument. 
Model MU is equipped with two ad- 
ditional binding posts which permit 
the connection of an outside light 
source, such as that of a transparency 
meter, gloss meter, colorimeter, liquid 
comparator, etc. Detailed literature 
on this new instrument will be fur- 
nished on request. 


Colalloy 

Colalloy, a non - ferrous, silvery 
metal which is said to be lighter than 
most common metals and which is 
workable and low in cost, has been 
announced by Colonial Alloys Co. Its 
properties, it is stated, make it suit- 
able for use in the cosmetic and 


Bulletins 
viving properties as well as free lab- 
oratory testing samples will be fur- 
nished on application. 


pharmaceutical industries. 


Jasminola 

A new Agfa creation is offered by 
the General Drug Co., 170 Varick St.. 
New York, N. Y. According to the com- 
pany’s description, it has the warm 
floral note of jasmin, and a lively fruity 
aroma which suggests a_ successful 
blend with many fancy odors, such as 
Chypre, Fougere. Crepe de Chene, ete. 
Compounds which are too harsh or are 
not sufficiently rounded off, it is added, 
receive a full and bland effect by the 
addition of from 5 per cent to 10 per 
cent of Jasminola. 


Push Plans 


“Push Plans” is a plan of action of- 
fered by the firm of Belnap and 
Thompson, Inc., designed to get results 
with sales organizations by “pushing” 
salesmen into action through inspira- 
tion, incentive and instruction. The 64- 
page book explaining the plan contains 
color cartoons, special articles on sell- 
ing by such writers as Dale Carnegie, 
Bruce Barton and Merle Thorpe, as 
well as illustrations of the company’s 
prize merchandise. Full details are 
available upon request. 


Mirror Wiper Compact 

A new compact convenience, an auto- 
matic mirror wiper, has been devised 
by the Universal Button Co. and incor- 
porated in their Clearview compact. It 
is made so that every time the compact 
is opened, the mirror is automatically 
cleaned of powder, mist and any other 
accumulations. In addition to the new 
mirror wiper feature, the compacts are 
finished on both sides with a new finish. 


Clear View Compact 
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called plastic plate which, according to 
the manufacturers, will not crack, chip 
or break. Models in plastic, silver, and 
leather in a variety of designs are avail- 
able. Full details may be had on re- 
quest. 


Thum Tip Closure 

The Thum Tip patented dispensing 
closure for tooth powder, talcum, 
soap and scouring powder, and simi- 
lar containers, is offered by Merkle 
& Elberth who claim a number of 
distinctive advantages for it. 

Thus it is manufactured in one 
piece so that it is inexpensive. It 
may be operated with one hand. To 
unlock, the side of the top is pressed 
with the thumb and the closure snaps 
open. To lock it, the top is pressed 
down in the same way as a cork. 

When unlocked, it is pointed out, 
the top opens automatically when 
used and closes automatically when 
set down. When locked it is said to 
be air tight and moisture proof and 
when dispensing, a fine powdery film 
or a free and continuous flow may be 


GATALOGS AND 


Some profound remarks on _ the 
outlook for the year are made by 
Kenneth G. Voorhees, vice-president 
of Ungerer & Co., New York, N. Y.., 
in the introduction to the company’s 
1939 Wholesale Price List, a hand- 
some 28-page booklet bound in green 
leatherette. 


Octyl Alcohol, anti-foaming 
which may be added to other wetting 
agents such as sulphonated oils to 
increase their efficiency, is adequately 


agent. 


described in a 4-page folder issued 
by Carbide & Carbon Chemicals Corp. 


The manufacture of non-alkaline 
cosmetics with propylene stearate is 
treated in an eight-page folder issued 
by the Beacon Co. Copies are avail- 
able on request. 


Mallinckrodt chemicals are listed in 
a convenient 128-page price list 
which is available for the asking. 


Many Materials in small lots used 
hy the cosmetic, soap, and allied in- 
dustries are listed in the latest price 
list of the R. F. 
are supplied in lots of one ounce to 


Revson Co. They 
original packages and quotations are 
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TOOTH 
POWDER 


New closure permanently in place and 
what it looks like before it is inserted 


had. The visible part of the top, it is 


added, may be changed to meet 
almost any package design. Full de- 


tails may be had on request. 


DEVELOPMENTS 


given in the list from the smallest 
packages to unit ones. Copies will 


be sent on request. 


Cosmo Flavors, imitation flavors for 
every purpose, are adequately de- 
scribed and listed in the latest whole- 
sale price list of the Dodge & Olcott 
Co., 180 Varick Street, New York. 
N. Y. D. & O. Flavor Bases and 
other natural and synthetic raw ma- 
terials for flavoring extract, toilet 
preparations, and 


soap manufac- 


tures are also given. 


The New York City sales offices of 
Anchor Hocking Glass Corp. and 
Anchor Cap & Closure Corp. have 


heen consolidated in new quarters al 


50 W. 40th St. 


Who Owns Monsanto, a graphic pic- 
ture of the ownership of a typical 
American corporation, serving many 
key industries and operating in ten 
cities, is presented in the January, 
1939, issue of the Monsanto Maga- 
zine. The survey shows in detail the 
world-wide ownership of its stock by 
classification and carries pictures of 
some of the company’s typical stock- 
holders in a typical American city, 


Cincinnati, showing them at work 
and recreation. Monsanto has 1,291.- 
816 American shares which are held 
by 10,170 stockholders: 3890 men 
own 33 per cent; 3714 women own 
26 per cent; 1601 estates and trusts 
own 19 per cent; 316 joint tenants 
own 2 per cent; 269 institutions (col- 
leges, charities, etc.) own 11 per 
cent; and 380 unclassified own 9 per 
cent. To bring out the control of 
such a typical company by its stock- 
holders. the survey discusses its make- 
up, the difference in classes of stock. 
ownership by 
universities, etc. An intimate and 
colorful analysis such as this should 
help to dispel much of the false 
thinking about American business. 


the significance of 


The Italian Production of Medici- 
nal, Aromatic and Essential Oil 
Plants is covered in a leaflet issued 
by the Institute Nazionale Fascista 
per il Commercio Estero, 107 Via 
Torino, Rome, Italy. The subject is 
treated generally in this 4-page leaflet 
printed in English. The most char- 
acteristic essential oils produced are: 
thyme, rosemary, aromatic calamus, 
acacia, pink geranium, mimosa, rose, 
jasmin, bitter orange, violet, myrtle, 
peppermint and majoram. Less 
known products are boswellia, goose- 
foot and plants of the ocymum fam- 
ily (basil, ete.). Citrus oils are not 
covered at all. 


Billion Bubble Shampoo Base is de- 
scribed by the Clifton Chemical Co. 
in a leaflet. The makers state it is 
made from vegetable oil and contains 
glycerine for added smoothness. 
When dissolved in water, it is said to 
give an abundance of rich, creamy 
lather. Further details may be had 
upon asking. 


Mannitol and Sorbitol offered by the 
Atlas Powder Co. are finding use as 
the basis of numerous new products 
including those in the cosmetic and 
allied fields. Printed matter about 
the properties of these hexahydric al- 
cohols will be sent on request. 


A turbine, in the 100 to 2000 horse- 
power range, manufactured for every 
type of industry using mechanical 
and electrical power, is described in 
a new booklet released from the 
Westinghouse Electric & Manufactur- 
ing Co. 
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PCA (Vlei. ... Now, at the peak of winter, 


alert perlumers are planning new and enticing products to blossom with 


the flowers of spring and summer. Givaudan offers an almost unlimited 
variety of interesting odors and other ingredients for perfumes, soaps, and 
cosmetics of every description die's and a full measure of expert assistance 


in utilizing them to achieve the most successful and economical results. 


svaudan— 


DELAWANNA, INC,, 80 Fifth Avenue, New York, N.Y. 





Prepare NOW 


For Better Summer Sales 


By Using 


SUNBURN 
PREVENTIVES 


NO. 2 end NO. 52 


@ SUNBURN PREVENTIVES No. 2 and No. 52 have 
demonstrated their superior sun-stopping power 
in thousands of tests — under conditions of 
actual use in various climates on many types 
of individuals — blonde, redhead and brunette. 

Let this effective sun-stopping power be your 
guarantee of better sales for next summer when 
the public, more critical than ever, will be de- 
manding the best in anti-sunburn lotions. 

SUNBURN PREVENTIVE No. 2 is ideally suited 
for use in oily lotions, emulsified lotions and 
creams. 

SUNBURN PREVENTIVE No. 52 meets the grow- 
ing demand for products of a non-greasy, 
alcohol solution type. 

Now is the time to decide on your formulas. 
Write for testing samples of SUNBURN PREVENTIVES 
No. 2 and No. 52. 


Meet us at the 14th Annual Drug, Chemical 
and Allied Trades Banquet, Thursday, 
March 9th, 1939, at the Waldorf-Astoria 


GIVAUDAN 


DELAWANNA, INC. 
80 FIFTH AVENUE, NEW YORK. N. Y. 


BRANCHES: Philadelphia Los Angeles Cincinnati Detroit 
Dallas Baltimore Chicago San Francisco Seattle 
Montreal Havana 





TECHNICAL BOOh REVIEWS 


[] TRADE AssocIaTIONs IN LAW AND 
Business, by Benjamin S. Kirsh and 
Harold R. Shapiro, Octavo, 6 x 9 in., 
399 pages. Central Book Co, 1938. 
Price $5.00. 

This practical source book is an ex- 
haustive survey and evaluation of 
the business, economic and legal as- 
pects of trade associations in modern 
industrial society. Mr. Kirsh was 
formerly special assistant to the U. 
S. attorney in New York in the prose- 
cution of Sherman anti-trust law 
cases and Mr. Shapiro is a professor 
in New York Law School. 

The so-called Federal Monopoly 
Inquiry is to investigate the entire 
question of concentration of eco- 
nomic control, monopolistic practices 
and the decline of competition. Ac- 
cordingly, it is a challenge to trade 
associations whose functions, services 
and status as a business and legal 
form of organization will be probed. 
This volume analyzes the law in- 
volved and points out wherein trade 
association activities are beneficial or 
otherwise. In view of the inquiry it 
is most timely. 

An idea of its contents may be had 
from the following chapter headings: 
Trade Associations in Law and Busi- 
ness, Statistical Reporting Service of 
Trade Associations, Uniform Cost 
Accounting Methods, Trade Rela- 
tions, Standardization by Trade As- 
sociations, Credit Bureau Functions, 
Defensive 
tions, Patent Interchange and Cross 
License Agreements, Uniform Basing 
Point Systems, Collective Purchasing 


Boycotts and Combina- 


Functions and Foreign Trade Funce- 
tions of Trade Associations. A table 
of cases and an index add to the au- 
thority and convenience of the book. 


[] Van NostRAnD’s SCIENTIFIC EN- 
CYCLOPEDIA, Published by D. van 
Vostrand & Co., Inc., New York City. 
1938. 1234 pages, well illustrated. 
Size 714 x 10°, inches. Price $10.00. 
The publishers are really outdoing 
themselves in their offerings of en- 
cyclopedias and dictionaries for the 
technical industries. This new one is 
truly a combination of chemistry, 
mathematics, astronomy, engineering, 
physics, medicine, mineralology, aero- 
nautics, navigation, geology, zoology 
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and botany. Over 2,000,000 words, 
10,000 articles and 1200 illustrations. 

Practically you can 
think of is described, perhaps illus- 
trated, spelled correctly, with a de- 
tailed definition to complete the data 
on that topic. An excellent definition 
of tale, is a case in point. 

Some definitions, however, fail to 


everything 


specify the materials’ usefulness in 
cosmetics or drugs, such as those of 
kaolin, oleic acid, and stearic acid. 
Some sections are quite weak in de- 
scription, namely those on fixed oils. 
Sulphonated oils are not mentioned. 
Association of ultraviolet with sun- 
burn and suntan is not given, but a 
good definition of this word is offered. 

It would be expecting the impos- 
sible to have a book free from omis- 
sions, especially those dealing with 
uses and facts applying to the cos- 
metic industry. Accordingly, this re- 
viewer is inclined to overlook this for 
the immensity of the work and the 
otherwise great utility of the book. 


|] Text Book oF PHARMACEUTICAL 
AritHMETIC, by T. J. Bradley, edited 
by W. T. Bradley and C. B. Gustaf- 
son. 12 mo., 199 pages. Second edi- 
tion. Lea & Febiger, Philadelphia. 
Cloth, $2.25. 1937. 
If the facts were known, more people 
make blunders in the arithmetic of 
manufacturing practice than one 
might imagine. To help these people, 
a book has to meet a variety of re- 
quirements. The present authors have 
done this to quite a degree by revis- 
ing Dean Bradley’s well-known work. 
A glimpse at the chapters shows 
among the subjects discussed: ratio 
and proportions common system of 
weights and measures; metric system; 
reducing and enlarging recipes; den- 
sity and specific gravity; stock solu- 
tions; percentage solutions; dilution 
and concentration; alligation; and a 
series of problems and answers. 
The book is well bound, the print- 
ing is clear. An adequate index helps 
you find problems and subject mat- 
ter easily. The authors apparently 
have not overlooked a thing. The book 
is brought completely up to date meet- 
ing the new standards of the U.S.P. 
XI. This reviewer recommends it to 
laboratory and factory technicians, 
as an easily understood text. 


[]Spor Tests, by F. Feigl, trans- 
lated from the German by J. W. 
Matthews. Nordemann Publishing 
Co., Inc., New York City. 400 pages, 
6x9 in. 1937. Price $7.00. 

Spot methods have become very 
popular as qualitative methods of 
testing. The spot technique is very 
simple indeed, but great care must 
be given to interfering ions, accord- 
ing to the translator. 

The book is divided into 
tions, each describing a special group 
of substances to be tested. Both a 
name and subject index are given. 
The last section contains a tabular 
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summary of sensitivities of spot tests. 

Tests most interesting to cosmetic 
technicians are those for the heavy 
metals, alcohol, and many others. 

Professor Feigl has developed most 
of these methods, which makes them 
the more useful. Under each test the 
author gives the limits of sensitivity. 
concentration limit and the reagents 
required. In many cases sources of 
special chemicals are given. 

Every technician should own a 
copy of this book. We know of no 


better one on the subject. 


COMING MEETINGS 
Mar. 5-11—Druggists Supply Corpo- 
ration, Hotel Pennsylvania, New 


York, N. Y. 


Mar. 7-10—Ninth Packaging Exposi- 


tion. Hotel Astor, New York, N. Y. 


Mar. 9—Drug, Chemical & Allied 
Trades Banquet, Waldorf Astoria, 
New York, N. Y. 


Mar. 20-23—International Beauty Shop 
Owners Convention and Exhibition. 


Hotel Pennsylvania, New York, N. Y. 


Apr. 30, May 1-4—American Drug 
Manufacturers’ Assn., Hot Springs. 


Va. 

May 4-6—National Assn. of Chain 
Drug Stores, White Sulphur Springs, 
W. Va. 

May 15-17—Proprietary Assn., Hotel 
siltmore, New York, N. Y. 


Flavoring Extract Manufac- 


turers Assn.. Hotel 


New York, N. Y. 


June 5-7 
Pennsylvania. 


June (last week)—American Pharma- 
ceutical Manufacturers’ Assn., Sky- 
top. Pa. 

































































Cosmetic Tax Not 
Likely to be Repealed 

In his message on the 
proposed federal budget for the next 
fiscal year, President Roosevelt recom- 
mended that the 10 per cent excise tax 
on cosmetics be continued another year. 


Rigorous Control of Cosmetics 
in Canada Soon Likely 


A rigorous control 
ever cosmetics involving licenses for 
manufacturers is proposed in bill 13 
introduced in the House of Commons of 
Canada which amends the Food and 
Drug Act. 


proposed and control over advertising 


Labeling restrictions are 
is provided for. The measure has been 
given its second reading in the house. 


Bill in Congress to 
Repeal Miller-Tydings Law 


Senator King of Utah 
has introduced a bill for the repeal of 
the Miller-Tydings resale price main- 
tenance act. A companion bill has been 
introduced in the house by Represen- 
tative Emanuel Celler of New York. 
Both sponsored similar bills last year. 


Guerlain Gets Injunction 
Against Woolworth on Fair Trade 


For selling perfume 
in fractions of a dram at ten cents each 
when the fair trade contract with retail- 
ers specified a minimum price of $1 or 
more per dram, Justice Church of the 
New York Supreme Court has granted 
a temporary injunction to Guerlain, 
Inc., against the F. W. Woolworth Co. 
and Nips, Inc. 

Guerlain had fair trade contracts 
with retailers in which minimum prices 
at which one dram or less of its per- 
fumes should be sold at retail were 
All such prices were over $1. 
The Woolworth Co. sold nips, contain- 


specified. 


ing about a drop of perfume in glass 
ampules for ten cents each. The nips 
were sold to Woolworth by Nips. Inc. 
Guerlain claimed that the perfume was 
sold at less than the minimum retail 
price. Woolworth maintained that the 
amount of perfume in the form of nips 
sufficient to make a dram exceeded at 
ten cents each, the fixed retail price 
under the fair trade contracts. 

Lewis G. Bernstein represented Guer- 
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lain. Inc.; Davies. Auerbach & Cornell 
represented Woolworth. and Jeffery. 
Redmond. Escher & Murray, Nips Inc. 


Edward V. Killeen Retires 
From George Lueders & Co. 


Edward V. Killeen, president of 
George Lueders & Co., New York, N. Y., 
has tendered his resignation from that 
office this 
after 
officer and direc- 


month 


serving as 


tor of the com- 
pany for 33 years 
and for 15 years 
with the firm which 
George Lueders & 
Co. succeeded. 
While his many 
friends will join 
his company asso- 
ciates in 





Edward V. Killeen 


regret- 
ting this decision 
to withdraw as president, they will be 
glad to know that Mr. Killeen will not 
disassociate himself entirely from the 
organization but will continue in an 
advisory capacity. He will continue to 
make his headquarters at the offices of 
the company and to make contacts with 
friends in the metropolitan district and 
elsewhere. 

As a token of their esteem, his fellow 
directors presented him with a vase 
suitably engraved; and the employees 
of the company presented him with a 
traveling combination clock, barometer 
and thermometer. Mr. Killeen was 
much affected by these expressions of 
loyalty and regard from his co-workers 
and gave assurance to them that he 
would continue his interest in their 
welfare and be of assistance to them 
in every way possible. Soon afterward, 
Mr. Killeen left for Belleair, Fla., with 
Mrs. Killeen where they will enjoy a 
month’s vacation. 


Cosmetic Clarification Symposium 
February 20 Under Otto Giese 


A symposium on ad- 
vances in cosmetic and pharmaceutical 
clarification will be held at the Colum- 
bia College of Pharmacy on the evening 
of February 20. Otto Giese will be 
chairman and Fred Ertel and Mr. Dealy 
of the Ertel Engineering Co. and a mem- 
ber of Phillip Wirth Co. will speak. 


Bill in Congress to Prohibit 
States Erecting Tariff Walls 

A bill to prohibit the 
erection of tariff walls by states—taxes 
interstate 
introduced — in 


on merchandise moved in 
commerce—has _ been 
Congress by Representative Colmor ot 


Mississippi. 


Massachusetts Law May Conform 
With Federal Cosmetic Law 

\ bill has been intro- 
duced in the Massachusetts legislature. 
H75, which seeks to amend the state 
food and drugs act to conform with the 
provisions of the federal act. Another 
bill. H34. requires a registration fee of 
$1 from every person selling personal 
property at retail and a 2 per cent ex- 
cise tax on all retail sales. 


When Packer of Cosmetics 
Is Not Taxed as Manufacturer 


clarifying 
who is the manufacturer and subject 
to the ten per cent excise tax when a 
private brand house supplies the cos- 


A ruling 


metic was made January 17 in the 
Maybelline case. 

In 1933 the Maybelline Co. discon- 
tinued the manufacture of Mascara. It 
procured quotations from other manu- 
facturers to make it for the company. 

Chester Hewes, a brother-in-law of 
the owner of the Maybelline Co.. pur- 
chased the Maybelline manufacturing 
equipment which was moved to a store 
rented by Hewes in the same building. 
Hewes called his company the De Luxe 
Mascara Co. He made and sold mascara 
to the Maybelline Co. at a quoted price 
plus the ten per cent manufacturers 
excise tax. The prices were found by 
the government to be fair market prices. 
The Maybelline Co. had no financial 
interest in the De Luxe Mascara Co. 
and received no rebates and had no 
agreement for the exclusive sale of mas- 
cara to it. In fact, mascara from the 
same formula was sold to other manu- 
facturers by the De Luxe Mascara Co. 


‘ On all such sales the ten per cent excise 


tax was paid by De Luxe Mascara Co. 

When the Maybelline Co. ceased mak- 
ing its own mascara and began _pur- 
chasing it from the De Luxe Co., it 
stopped paying the ten per cent manu- 
facturers excise tax. The Collector of 
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“Painting the Throat” 


From T. F, Healey’s Collection of Old Prints 


© Mouthwashes described as “anti- 
septic” must be germicidal in a 
short time—but turnover on deal- 
ers’ shelves depends largely on 
taste. 

U.S.I. ethyl alcohol helps you 
satisfy both of these demands. 

Because it is full strength, U.S.L. 
alcohol aids the action of oral anti- 
septics in two important ways. 


First, by its own recognized germi- 


Use U.S.I. ALCOHOL 


in Your Mouthwash 


cidal properties. Second, by de- 
creasing the surface tension of the 
liquid, allowing it to penetrate 
blind svots where bacteria and de- 
caying foodstuffs may be em- 
bedded. 


The pleasant taste that consum- 
ers demand is easier to provide 
and hold when you use U.S.I. al- 
cohol in your mouthwash. U.S.I. 
alcohol has no foreign taste and is 
free from impurities that might de- 
stroy your flavoring ingredients. 

Try this way of improving your 
mouthwash and its consumer ac- 
ceptance. Specify U.S.I. alcohol for 
your product. 


a a | NDUSTRIAL GHEMICALS, Inc. 


60 EAST 42n0 ST., N.Y. 


A SUBSIDIARY OF YU. S. INDUSTRIAL ALCOHOL CO. 
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Internal Revenue held that the excise 
tax should have been paid by the May- 
belline Co. which paid it under protest. 
It did not add the amount of the tax 
to the price of its mascara sold to deal- 
ers. Suit was brought to recover the 
tax. amounting to $68,913, paid by the 
Maybelline Co. The court held that the 
Maybelline Co. could recover the tax. 

The court held that the sales of mas- 
cara to the Maybelline Co. by the De 
Luxe Mascara Co. under the facts stated 
above were not sales made by “a manu- 
facturer, producer or importer” and so 
were not taxable. Packaging of mas- 
cara cakes purchased in bulk does not 
make the packager a manufacturer. 

The General Counsel for the Bureau 
of Internal Revenue promulgated a rul- 
ing which was published in early 
March, 1933, and remained in effect 
throughout the taxable period here in- 
volved, known as General Counsel’s 
Memorandum 11522, in which the Gen- 
eral Counsel ruled that a distributor of 
cosmetics who purchased cosmetics in 
bulk form from the manufacturer there- 
of and merely packaged them for resale 
was not manufacturing a taxable ar- 
ticle, and that the sale of such article in 
that form was not taxable, and in reli- 
ance on this ruling plaintiff made all 
his sales of mascara after September 
15, 1933. 

Commenting on the decision, Counsel 
Hugo Mock pointed out that it is im- 
portant to observe that the excise tax 
of ten per cent was not collected by the 
Maybelline Co. from its customers who 
did not increase its prices on account 
of the tax. 

This circumstance differentiates the 
case from the case of L. T. Piver, Inc.. 
v. Hoey, decided by the Circuit Court of 
Appeals of the Second Circuit. on Jan- 
uary 16th, 1939, where it was held that 
since the tax had been collected from 
the customers of the plaintiff, no suit 
could be maintained to recover said tax. 


Consumers’ Bureau for New 
York Advocated in Bill 


A bill to create a 
Consumers’ Bureau in the Department 
of Health to control the manufacture 
and sale of cosmetics and drugs requir- 
ing a registration fee of $25, has been 
introduced in the state legislature by 
Assemblyman Holly. 


Polak & Schwarz Celebrate 
Half Century in Business 

Polak & Schwarz. 
aromatic chemicals, Zaandam and Hil- 
versum, Holland, completed its fiftieth 
year in business, January 7. A jubilee 
book was issued in celebration of the 
occasion and the works were closed on 
the day of the anniversary. Cash bo- 
nuses were distributed to employes. The 
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firm was founded by the late Leopold 
Schwarz. Adolph Schwarz is director 
of the company. The New York branch 
is directed by John Wynmalen. 


Increased Appropriation 
For F.D.A. Proposed 


The federal budget 
for the coming fiscal year carries an 
appropriation of $182,600, to be used 
by the Food and Drug Administration 
for cosmetic work alone, in connection 
with the new Food, Drug and Cosmetic 
Act. This is the first time a definite 
allotment for cosmetics has been made. 
The total appropriation recommended 
is $2,500,000. an increase of $751,620 
over last year’s amount, of which $691.- 
000 is to be for drug work. The amount 
designated for work in color certifica- 
tion is $53,000. 


Special Lectures at Columbia 
College of Pharmacy 


Advances in Emul- 
sions and Creams is the subject of Prof. 
Curt Wimmer’s lecture to be given 
March 16 at the College of Pharmacy 
of Columbia University in the series 
given Thursday evenings. Succeeding 
lectures are of primary interest to 
pharmacists. 

Unfair Sales Bill Intro- 
duced in New York State 

Assemblyman George 
B. Parsons, Republican of Syracuse, 
N. Y., has introduced a new unfair 
sales or loss leader bill, a revision of 
the one he had proposed in the past 
two years, this time with the support 
of Senator Joseph Esquirol of Brook- 
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lyn, N. Y. The purpose of the bill 
to prevent unfair merchandising in 
wholesale or retail trades by outlaw- 
ing any unfair offers of merchandise 
at less than cost to the seller. 


President Requests Fund 
for Color Certification 


President Roosevelt 
on February 2 requested of Congress 
a minimum appropriation of $30,000 
for the certification of coal tar colors 
used in foods, drugs and cosmetics. It 
is believed that this will be included in 
the present deficiency appropriation bill 
now pending. The appropriation will 
permit the certification of colors before 
the new law goes into effect. 


Are Salesmens’ Commissions 
Deductible for Tax Purposes? 


Whether — salesmen’s 
commissions, advertising costs, etc., can 
be deducted from cosmetic — selling 
prices before excise tax is figured, will 
ultimately be decided in the U. S. Dis- 
trict Court, Chicago, as a consequence 
of the suit brought by the Campana 
Corp.. Batavia, Ill, for tax refund. 


Beheaded Over 400 Murderers 
But Made Money in Perfumery 


Anatole Deibler, exe- 
cutioner for France. who beheaded on 
the guillotine over 400 murderers in 
forty years, left a sizeable fortune on 
his death recently. It was revealed, 
however, that the fortune was made, 
not from fees for executions but from 
the sale of perfumery, which he en- 
gaged in as an avocation. 
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With its rotunda resembling a container for the products it will house, the Cosmetics Building 
is one of the most unusual of the Fair-built structures at the New York World's Fair 1939. 
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COLLAPSIBL 


OUR PRODUCT BECOMES 

MORE THAN A SHELF DECORA- 
TION when you pack it in tubes. It 
gets used—at home, on a boat, on 
an airplane, on a train, at a hotel, 
in a tourist cabin. Users find it so 
convenient to take with them. This 
results in quicker consumption, bet- 
ter satisfaction, more repeat sales. 
Write us today for samples of WHITE 
METAL TUBES. 


N. B. We are headquarters for 
METAL CAN SPOUTS. 


MEMO! 


Remember Drug, Chemical and Allied 
banquet, March 9h, 1939, Waldorf- 
Astoria, New York City. 


WHITE METAL MANUFACTURING CO. 


Chicago Office Detroit Office 


Charles A. Rindell, Inc. ial O i O K is N P | is W 5 E R S 7 Y R. M. Stevenson 


64 West Randolph St. 506 Donovan Bldg. 
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Rules for Hearings 
Under Cosmetic Law 





Rules of procedure 
for hearings required under the Fed- 
eral Food, Drug, and Cosmetic Act. 
have been announced. 

The rules set forth the definitions of 
hearing clerk and interested person: 
and the sections of the statute provid- 
ing for public hearings, to which these 
rules of procedure apply. The rules 
afford reasonable opportunity for the 
offering of evidence by all interested 
persons, and require their appearance 
be noted on the record. 

The witnesses are to be sworn or 
make affirmation. Only relevant and 
material evidence will be received. Afh- 
davits and opinion evidence may be 
admitted under certain conditions. All 
persons at the hearing must conform to 
the standards of ethical conduct re- 
quired of practitioners before the courts 
of the United States. 
be reported verbatim. 


Testimony shall 

Rules for the 
presentation of exhibits and other doecu- 
mentary evidence have been provided. 
The rules also provide for written argu- 
ments and proposed findings of fact by 
interested persons after the close of 
the testimony. 

The rules provide for the filing of the 
transcript of evidence by the presiding 
officer with the hearing clerk. 

Provisions are also made for the 
filing of suggested findings of fact. 
conclusions and order of the presiding 
officer, for publication in the Federal 


Register. 


Alcohol Users to Fight 
Unreasonable Restrictions 


For the purpose of 
coordinating efforts to prevent unrea- 
sonable restrictions on the sale and use 
of industrial alcohol, representatives of 
about twelve industries using non-intox- 
icating alcohol met at the Chemist Club. 
New York, N. Y.. recently to form a 
Council of Industrial Alcohol Users. 

The meeting was sponsored by the 
Industrial Alcohol Institute and Bruce 
Puffer of Commercial Solvents Corp.. 
who is vice-president of the Institute. 
presided. Miss R. E. Boyce. executive 
secretary of the Institute, was secretary. 

The purpose of the council. as out- 
lined by James P. McGovern, counsel 
for the Institute. is to present facts 
about the necessary and widespread use 
of industrial alcohol to state legisla- 
tures in order to prevent unreasonable 
restrictions on industrial aleohol which 
might develop as a consequence of the 
recent U. S. Supreme Court decision 
giving control of intoxicating alcoholic 
beverages to the states. 

Officers elected are: Chairman. Ernest 
T. Trigg; vice-chairman, Carroll Dun- 
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The newly decorated Peggy Sage Salon at 50 East 57th St., New York, N. Y., where clients may 
enjoy a cup of tea during a manicure, was designed in soft gray and yellow by Elsie de Wolf. 


ham Smith; Secretary. Dr. Harrison E. 
Howe: and Treasurer, Rowland Jones. 
Jr. Members of the executive com- 
mittee are to be announced later. 


Amendment to Clarify 
Arm’s Length Transaction 


A bill has been  in- 
troduced in Congress by Representative 
Carl Vinson of Georgia to amend the 
1932 Revenue Act so as to clarify and 
establish that the sale of cosmetics or 
other commodities is not) an arm’s 
length transaction if either the manu- 
facturer or selling corporation own 
more than 75 per cent of the stock or 
if more than 75 per cent of the stock of 
both corporations are owned by the 
same persons, 


When Women Buy Cosmetics 
Told by Plaut at Industry Forum 


“If the 
if the steel business. 


automobile 
business is good 
the railroads. copper, ete.. are good. 
the cosmetic business is bound to be 
good. Women have learned the bene- 
fits of cosmetics and if they have the 
money they are going to buy cosmetics.” 
Edward Plaut. president of Lehn & 
Fink Products Corp., stated at the first 
“Industry Forum” staged by the Drug. 
Chemical and Allied Trades Section of 
the Board of Trade at the Hotel Astor, 
January 17. 

“If they have more money. they will 
buy more cosmetics and higher priced 
cosmetics and the signs point to women 
having more money in °39 than in °38 
but—always buts come along when 
there is clear sailing——the cosmetic busi- 
ness is up against two things in 1939 
which might be disturbing and which 
might affect our business in a number 
of different ways. 

“First and foremost—for the first 


time, cosmetics have been brought into 
the hands of Government bureaucracy 
by being included in the Pure Food, 
Drugs and Cosmetics Act and the 
Wheeler-Lea Act. In the second place 
there might be some court decisions on 
the Patman Law which will materially 
affect the merchandising methods of 
cosmetic houses. The cosmetic business 
is over-run by small irresponsible com 
panies making extravagant claims, who 
will for the first time be compelled to 
comply with the rules of decent  busi- 
ness. | think that hundreds of these 
will be forced out of the business be- 
cause of these new laws. 

“Under the Patman Law, where we 
have been waiting for almost three years 
for court decisions. should the courts 
rule that the general merchandising 
methods of cosmetic houses, which in- 
clude demonstrators and P. M.’s, are 
violations of that law, then the entire 
merchandising methods of the cosmetic 
houses must be changed with the possi- 
ble effect upon their sales; but in a 
general sort of way. [ am glad to say 
that everything points to a good year 
in the cosmetic business. 

Others participating in the forum 
were: Harry L. Derby, president of the 
American Cyanamid & Chemical Corp.: 
R. D. Keim, vice-president of E. R. 
Squibb & Sons; W. Y. Preyer, president 
of Vick Chemical Co.; Capt. William 
J. Schieffelin, Jr.. president of Schieffe- 
lin & Co.; Hugh Craig. editor of Oil, 
Paint and Drug Reporter. K. B. Hurd 


was toastmaster. 


Fair Trade Laws 
Reduce Prices 

An average price re- 
duction of 3.5 per cent has been ef- 
fected on drug items in ten states since 
the operation of the fair trade laws, 
according to report given by National 
Association of Retail Druggists. 
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= the perfect “bubble bath” base 






















Foaming bath preparations are not a temporary fad, but 
have become a definite Toilet necessity. There are hun- 
dreds of chemicals producing a fairly satisfactory ‘Bubble 
Bath". Experimentation extending over eighteen months 
have proven that a really perfect Bubble Bath can be made 


with 


FOAMONE 


Permit us to mail you samples and manufacturing information. 
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ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 W. HURON STREET 
SF i PAUL: 2:33 Se. 4th STREET 
LOS ANGELES: 2800 E. ttth STREET 
: CANADA: 119 ADELAIDE STREET, W. TORONTO 
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Packages Being Inspected 
For Deceptive Possibilities 


The Food and Drug 
Administration has instructed its in- 
spectors to pick up any containers 
which may be deceptive in appearance. 
This is in line with the Administration’s 
work on the new Food, Drug and Cos- 
metic Act which forbids the use of con- 
tainers so formed or filled as to be 
misleading. Many different types of 
containers have been sent to Washing- 
ton for study. 


Hundreds of Letters in 
Tribute to Percy C. Magnus 


An eloquent, unique 
and surprising tribute was paid to 
Percy C. Magnus, retiring president of 
the New York Board of Trade, by a 

host of friends 
from all over the 
United States 
when he was pre- 
sented with sever- 
al bound volumes 
of letters written 
by them in recog- 
nition of his six 
years of enlight- 
ened, constructive 
and unselfish ser- 
P. C. Magnus vice as president 
of the Board of 
The presentation was made at 
a testimonial dinner attended by over 
600 executives at the Waldorf-Astoria, 
New York, N. Y., January 26. W. E. 
McKell, president of the board, made 
the presentation. Mr. Magnus con- 
tinues his interest in the board as chair- 
man, a position to which he was elected 
in December. 

Frederick E. Crane, chief judge of 
the New York Court of Appeals, was 
toastmaster and the invocation was 
given by Bishop William Manning. 
Thomas Parkinson, president of the 
Equitable Life Assurance Society, de- 
livered the principal address in which 
he outlined the achievements of Mr. 
Magnus as president of the board. 

Mr. Magnus is the oldest son of the 
late P. C. Magnus, founder of Magnus. 
Mabee & Reynard, Inc. He was born 
in Brooklyn and was graduated from 
the Manual Training High School. Af- 
ter a brief experience with the Metro- 
politan Trust Co., his father requested 
him to join Magnus, Mabee & Reynard. 
Inc. He literally learned the business 
from the ground up by working in the 
factory and later in most of the depart- 
ments of the office. In 1916 he was 
elected an officer. When his father died 
in November, 1916, Mr. Magnus as- 
sumed active management of the busi- 
ness and was elected president in Jan- 
uary, 1917. Later his brothers, J. B. 





Trade. 
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Magnus, now vice-president, and Rob- 
ert Magnus, now treasurer, joined the 
company. 

Mr. Magnus has been active in civic 
and social affairs for years. He was 
president of the Drug and Chemical 
Club for several terms and was chair- 
man of the Drug Chemical and Allied 
Trades Section of the New York Board 
of Trade before his election as _presi- 
dent of the parent body. He is a trustee 
of the East River Savings Bank. He is 
a Mason and attends the Episcopal 
church. He is also a member of several 
athletic and social clubs. 


Further Limitations on 
Corporations Proposed by Borah 


Senator Borah _ is 
sponsor for $330 which aims to license 
corporations and prescribes conditions 
under which they may engage in com- 
New powers are also given to 
the Federal Trade Commission. 


merce, 


Foragers Hold 41st 
Annual Banquet 


The 41st Annual Ban- 
quet of the Foragers of America was 
held recently at their headquarters, the 
Midston House, New York, N. Y. Frank 
Graham of the DeVilbiss Co. was the 
toastmaster. Over 80 members and 
guests attended. This organization was 
formed in 1898 as a society for the pro- 
motion of good fellowship. 


Additional Statements on Foreign 
Labels Demanded in New Bill 


Rep. Celler has in- 
troduced H. R. 216 in Congress to regu- 
late foreign commerce. Provisions con- 
tained in the bill require additional 
statements to be placed on the label. 
Thus, a product containing 75 per cent 
foreign materials must be so labeled, 
as, likewise, with the name of the coun- 
try, which has contributed the greatest 
number of ingredients to make up the 
finished product. Containers of bulk 
materials imported and_ afterward 
placed in such shall be plainly marked 
with the country of origin. Attorney 
John S. Hall recommends vigorous op- 
position to the passage of this bill. 


Piver Loses Suit to 
Recover Overpaid Taxes 


No refund of over- 
paid revenue taxes may be granted a 
manufacturer under the 1932 Revenue 
Act without proof from the manufac- 
turer that he has not included the tax 
in the selling price of his goods or 
otherwise collected it from the buyer 
or proof that he has repaid the tax to 
the purchaser or allowed him credit for 








it. This was the ruling handed down 
by the U. S. Circuit Court of Appeals. 
2nd Circuit of New York, N. Y., in the 
suit brought by L. T. Piver, Inc., New 
York, N. Y., against the Collector of 
Internal Revenue. 

The contention offered by Mock & 
Blum, attorneys for the plaintiff, that 
L. T. Piver. Inc., should not have paid 
the tax was rejected by the court on 
the premise that the statute does not 
stipulate when one is, or is not, a tax- 
payer but simply refers to the person 
who paid the tax. 


Glenn Haskell Re-elected 
Head of Alcohol Institute 


The Industrial Alco- 
hol Institute, Inc., reelected the follow- 
ing officers, January 11: Glenn Haskell. 
president of U. S. Industrial Chemicals, 
Inc., president; J. 
Warren Kinsman, 
manager of the al- 
cohol division of 
E. I. duPont de 
Nemours & Co.., 
Inc.. first vice- 
president; J. W. 
McLaughlin. vice- 
president of Car- 
bide & Carbon 
Chemicals Corp., 
treasurer; Bruce 
Puffer, manager of 
industrial alcohol of Commercial Sol- 





Glenn Haskell 


vents Corp., second vice-president; Miss 
R. E. Boyce, executive secretary. On 
the Board of Directors are Horace Bur- 
rough, New England Alcohol Co.; 
Lewis A. Crank, Pacific Distillers, Inc. ; 
A. P. Frymire, New Orleans Alcohol & 
Distilling Corp.; A. Mersch, Puerto 
Rico Distilling Co. Capt. James P. Me- 
Govern is general counsel. 


BIMS Beefsteak in 
New York February 16 


The General Commit- 
tee of BIMS met on Tuesday. January 
24, at the Advertising Club. 

A survey of the previous season’s 
business was given by the chairman 
and it was found, in addition to the 
highly successful golf tournaments held. 
that the financial department of BIMS 
was in a liquid position. 

Plans for 1939 were discussed and 
it was decided to have in addition to 
the golf tournaments, a beefsteak din- 
ner on Thursday, February 16, at Gal- 
lagher’s. 

‘The general committee of BIMS is to 
be commended on the successful man- 
ner in which they steered the organiza 
tion through its first year; and it is to 
be remembered that the keynote of the 
BIMS’ success is that all members meet 
on common ground of good fellowship. 
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New Officers Elected by 
George Lueders & Co. 


F. J. Lueders. who 
has just been elected president of 
George Lueders & Co.. New York, 
N. Y., is the son of the late George 
Lueders, founder of the company. He 
has had broad experience in the essen- 
tial oil business since 1921 and was for- 
merly director of the Chicago branch. 
Other new Ferdinand 
Weber, first vice president and trea- 
surer; F. C. Buehler and R. D. Dag- 
gett. vice 


officers are: 


presidents: and George 


W aegelin. secretary. 


Mennen Co. Makes Sales 
Record in 1938 


Sales for 1938 were 
the highest of any year in the history 
of the Mennen Co., Newark, N. J.. ac- 
cording to a report made by Wm. G. 
Mennen, president. at a recent sales 
meeting. 

Plans have been made to expand 
sales and advertising activities for 1939. 
\ special drive will be made to intro- 
duce Quisana. a new powder for treat- 
ing athlete’s foot. 

Mr. Mennen announced that an 8 per 
cent cash bonus based on _ individual 
earnings for 1938 would be given to 
each employee. 


American and European Staffs 
Of Lenthéric Meet in Paris 


A most successful 
and enjoyable Lenthérie Grand Prix 
tour of Europe came to an end on Jan 
uary 17 when the 18 salesmen who had 
earned this reward for their services 
arrived in New York on the J/le de 
France. The three weeks trip had in- 
cluded visits to many interesting places 
in and around Paris and Budapest in 
cluding the Lenthéric establishments in 


both these cities. The Banquet Intet 





Lowell P. Weicker, president of Lenthéric; Charles Gage, vice president; W. D. Canaday, vice 
president in charge of sales; David M. Kendall, assistant sales manager; Kurt Loesch, produc- 
tion manager, and executives of the Paris office, as well as the Lenthéric sales representatives 
in front of Lenthéric's laboratory at Puteaux (Seine) France on the recent Grand Prix tour. 
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national held at the Hotel Crillon. 
Paris, for both the American and Euro- 
pean staffs of Lenthéric, was one of the 
outstanding events on the program 
which was arranged by the company 
for the visiting salesmen and con- 
ducted by Lowell P. Weicker, president 
of Lenthéric, Charles Gage, vice-presi 
dent. and W. D. Canaday. vice-presi- 
dent in charge of sales. 


Essential Oil Assn. 
Re-elects all Officers 


The Essential Oil As- 
sociation of U.S.A. unanimously re- 
elected the following officers for the 
year 1939 at its annual meeting: presi- 
dent, Harry C. Ryland, H. C. Ryland. 
Inc.; vice-president, Charles Fischbeck. 
P. R. Dreyer, Inc.; secretary-treasurer, 
Robert B. Magnus, Magnus, Mabee and 
Reynard. Inc. 

Executive Committee: V. H. Fischer, 
Dodge and Olcott Co., William Schil- 
ling. Jr.. Norda Essential Oil & Chemi- 
cal Co. A reception and banquet fol- 
lowed the meeting. 


What the Toilet Goods 
Industry Spent for Advertising 


According to — the 
Publishers Information Bureau, Inc., 36 
firms in the toilet preparations industry 
spent over $190,000 for magazine ad- 
vertising in 1938. The list includes the 
following: Affiliated Products. Inc.. 
$102,300; Elizabeth Arden, $117.594: 
Bon Ami Co.. $466.620; Bourjois Sales 
Corp... $193.578; Bristol-Myers Co. 
$1.983.423; Campana Sales Co.. $149.- 
5'7; Chesebrough Mfg. Co., $142.840: 
Colgate-Palmolive-Peet Co., $1.199.314: 
Coty. Inc.. $284.204; Max Factor Stu- 
dios. 3107.861; Fels & Co.. $426,425: 
Houbigant Sales Corp.. $111,122; Hud- 
nut Sales Co.. Inc.. $168,017; Andrew 
Jergens Co.. $874,607: Lady Esthet 
Co.. $240.482: Lambert Pharmacal Co.. 


$1.583.975; Lehn & Fink Products 
Corp., $588,732; Lever Bros. Co., $1.- 
141,692; Geo. W. Luft Co., Inc., $139,- 
901; Maybelline Co., $147,427; Me- 
Kesson & Robbins, Inc., $122,682; The 
Mennen Co., $101,657; Miles Labs.. 
Inc.. $232.473; Norwich Pharmacal Co.. 
$132.406; Parke-Davis Co., $135,238; 
The Pepsodent Co., $289,532; Pond’s 
Extract Co. (Lamont Corliss Co.), $1.- 
047.891; Procter & Gamble Co., $1,920.- 
311; Schieffelin & Co., $305,171; E. R. 
Squibb & Sons, $678,620; General Drug 
Co., $142,939; Vick Chemical Co.. 
$263,399; Vitamins Plus, Inc., $155,- 
540; Yardley & Co., Ltd., $197,185: 
Zonite Products Corp., $243,905. 

According to the survey, 26 com- 
panies in the toilet goods industry spent 
over $100.000 in radio advertising. The 
list includes: Affiliated Products, Inc., 
$535.123: Kolynos Co., $396,050; B. T. 
Babbitt. Inc.. $437,700; Bristol-Myers 
Co... $942.930; Campana Sales Corp.. 
$520.398; Chesebrough Mfg. Co., $211.- 
050: Colgate-Palmolive-Peet Co.. $1.- 
898.015: F. W. Fitch Co.. $364,563; 
Andrew Jergens Co., $622.277; Lady 
Esther Co.. $831,547; Lambert Co.. 
$367,823: Lehn & Fink Products Co.. 
$219.494: Lever Bros. Co., $2,790,141: 
McKesson & Robbins. Inc., $150,150: 
Pepsodent Co.. $339,260; Pond’s Ex- 
tract Co. (Lamont Corliss Co.). $305.- 
536; Princess Pat, Ltd., $123,580: Proe- 
ter & Gamble Co.. $6.173.783; Chas. A. 
Phillips Chemical Co... $1,171,135: 
Sterling Drug Products, $815,264; Vick 
Chemical Co., $296.463; Wm. R. War- 
ner & Co. Inec., $156,114; J. B. Wil- 
liams Co.. $237,762. 

The Procter & Gamble Co. spent the 
largest sum in combined magazine. 
radio, and farm paper advertising with 
a total expenditure of $8,121.420. 


Cosmetic Course for 
Teachers of Cosmetics 


A course for teachers 
only on the “Teaching of Cosmetology” 
and a course on Advanced Cosmetology 
are being offered by the School of Edu- 
cation. New York University, under the 
direction of Miss Florence Wall. The 
semester started February 1. Miss Wall 
is well known for her activities in the 
cosmetic industry and for her articles 
in The American Perfumer. 


Cyclax of London to 
Open Florida Branches 


; Cyclax of London, 
lias opened two new 
Florida. Miss Mary Player will be in 
charge at the Miami Beach branch lo- 
cated in Mario’s Salon on Lindon Road. 
Miss Eileen Costello will be the repre- 
sentative at the Palm Beach branch 
located in Paul’s Salon, Worth Ave. 


branches in 
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A new kind of package and a famous old name 
make significant packaging news! For only 
Ritchie brings to this new medium 73 years of 
sound packaging experience — a versatile and 
merchandising-minded design department 

and the large-scale, cost-saving manufacturing 
facilities of one of America’s oldest and largest 
boxmakers. After many months of research 
and preparation, Ritchie now invites the op- 
portunity to show you what transparent pack- 


aging can do for your product. Write now! 


Ww. C. 


AND COMPANY 
8845 BALTIMORE AVENUE 


An Important Announcement to Those Who Want Their Products Seon and Sol 





COMBINING THE BEST 
FEATURES OF ALL 


Ritchie is uniquely able to combine 
the economy of set-up boxes and 
fibre cans with the merchandise vtsi- 
bility of the transparent material. 
Illustrated here are but a few of the 
packages, designed and manufac- 
tured entirely by Ritchie, which can 
be developed for almost any type of 
product. If you want your product 


seen and sold, ask about the free de- 








sign service which Ritchie offers to 


responsible manufacturers. 
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Inter-Society Color Council 
to Meet February 23 

The Inter-Society Color Council will 
meet in the auditorium of the Electrical 
and Gas Assn., 480 Lexington Ave., 


New York, N. Y., February 23. Three 


sessions will be held. 


Guy Verley Creating New 
Notes from American Flowers 


With plans under way for the expan- 
sion of Guy M. Verley & Co., Chicago. 
Ill., announcement is made of the asso- 
ciation with the company of Warren 


ae 
[ — Wy), 


d/: A 


A. V. Deeming Guy M. Verley 


H. Cranton and Albert V. Deeming. 
Mr. Cranton will be in charge of sales 
and Mr. Deeming will assume manage- 
ment of the plant. 

Of particular interest in connection 
with the expansion program of the com- 
pany is the knowledge that the search 
for fragrant American flowers continues 
and has met with a gratifying degree of 
success. Guy Verley. ever on the alert 
for new notes that would delight the 
perfumer, has covered many miles in the 
mountains and desert of the West and 
Southwest in his quest. 

A great part of the laboratory work 
during last year was devoted to the cre- 
ating of special chemical derivatives to 
be used in the reproduction of these 
new floral notes. 

His many friends are happy to learn 
that Mr. Verley is not returning to 
France, but that he is looking forward 
to receiving his final citizenship papers 
within a very short time. 


Leading Perfumers & Chemists 
Acquires Marly Line 


The appointment of 
Philip Carthage, formerly with Inter- 
state Department Stores, Inc., as vice- 
president and treasurer of Leading Per- 
fumers & Chemists, Inc., was announced 
by Isidor Perlmutter, president. Coinci- 
dent with this appointment, Mr. Perl 
mutter announced that the company has 
acquired the Les Parfums Marly line. 
This line is to be operated as a separate 
unit in the higher priced brackets and 
sold through department stores. Addi- 
tional space has been leased at 366 


Fifth Ave., New York. N. Y.. where 
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separate quarters will be set up for the 
Marly Division. Additional space of 
about 4000 sq. ft. has been added to 
the Brooklyn plant. 


Drug, Cosmetic and Chemical 
Credit Men Clear Many Accounts 


Members of the Drug, 
Cosmetic & Chemical Credit Men’s As- 
sociation gathered at the Builders Ex- 
change Club, January 19, for the first 
monthly meeting of the new year. 
Numerous accounts were cleared and 
some important credit matters were dis- 
cussed. Fred Kaiser, chairman, re- 
ported that a new constitution had been 
drafted which will be submitted to all 
members for a_ preliminary reading. 
The February meeting will be held at 


the Hotel Duane. New York, N. Y. 


Combination Deals to Be 
Discussed February 21 


Combination deals to 
consumers will be discussed at a Re- 
tailers Forum at 12.30 p. m., February 
21. at the Hotel Commodore. The 
forum is sponsored by the Drug, Chem- 
ical and Allied Trades Section of the 
New York Board of Trade. Speakers 
include S. S. Divorkin, A. R. Granite, 
Harry H. Miller, Nathan Zonies, and 


Dan Rennick who will be toastmaster. 


Lanchere, Inc., Now 
in New and Larger Quarters 


Lanchere. Inc.,  an- 
nounces its removal to larger and newer 
quarters at 1036 West Van Buren St.. 
Chicago, Ill., to take care of the influx 
of new and increased demands. 

Herbert Rothschild, 


general manager. was formerly chief 


president and 


_ oe 


chemist for Marshall Field & Co.. from 
which company Lanchere, Inc., had its 
inception three years ago. The Lan- 
chere and Blue Rose lines of toiletries, 
which were the backbone of the Mar- 
shall Field cosmetic business, are still 
being merchandised and manufactured 
by Lanchere, Inc., under the supervi- 
sion of Mr. Rothschild, whose back- 
ground of sixteen years in cosmetic 
research and manufacture assure con- 
tinuance of Lanchere quality. 


Must Say Endorsement By 
Radio is Paid for Says New Bill 


All personal endorse- 
ments of articles by radio must be ac- 
companied by a statement that the en- 
dorsement in question is paid for ac- 
cording to House Bill 94 now being 
considered by Congress. 


First Prize in “5 & 10” Package 
Contest to Lorr Labs. 


The trend toward bet- 
ter “5 & 10¢” store product packaging 
was emphasized at the recent Sixth 
Annual “5 & 10” Packaging Contest 
sponsored by the Syndicate Store Mer- 
chandiser. Of the ten awards made Lorr 
Labs. received first prize for their Dura 
Gloss nail polish packages; second 
prize went to the Jergens-Woodbury 
Co. for the Woodbury face powder box; 
Baronet-Lorna Co. received third prize 
for Puffettes cleansing pads; Forest 
City Rubber Co. fourth prize for Cro 
Pax lambs wool; and International Cel- 
lucotton Co. fifth prize for Kleenex 
Procter & Gamble Co. and 
Max Factor both 
mention. 


tissues. 
received honorable 
Prizes were also awarded 


packages in the 15¢ to $1.00 division. 


Pig: 
i) 


Of the ten prizes awarded in the "5 & 10" Packaging Contest, five went to toilet goods items. 
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Mrs. Dorothea Leonhardt Stroh 


Daughter of F. H. Leonhardt 
Married in Douglaston, N. Y. 


Miss Dorothea Leon- 
hardt. daughter of F. H. Leonhardt. 
president of Fritzsche Brothers. Inc., 
New York, N. Y., and Mrs. Leonhardt, 
was married February 3 to Dr. Edward 
Stroh, Jr.. son of Mr. and Mrs. Edward 
Stroh of Sunbury, Pa. The wedding 
took place in the Community Church of 
Douglaston, N. Y. and the ceremony 
was performed by the Rev. M. Eugene 
Flipse. Following the wedding, a recep- 
tion was held at the North Hempstead 
Country Club after which Dr. and Mrs. 
Stroh left on their honeymoon which 
included a southern cruise. On_ their 
return, they will reside in Douglaston. 
Dr. Stroh practices oral surgery in New 


York City. 


Claims for Scalp Remedy 
Limited to Outer Layer of Skin 


Prohibiting mislead- 
ing representations in the sale of a skin 
and scalp remedy. the Federal Trade 
Commission has issued an order to 
cease and desist against Siroil Labora- 
tories, Inc., Detroit. 

The company is directed to cease rep- 
resenting that its preparation, Siroil, 
removes dandruff, or is a cure or rem- 
edy for dandruff or psoriasis, or will 
clear up psoriasis lesions or cause skin 
sores or blotches .to disappear perma- 
nently. 

The order bars the representation 
that Siroil removes the crust, scales. 
lesions and blemishes caused by psori- 
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asis and relieves other of its diseom- 
forts, unless such representations are 
specifically restricted to removing such 
conditions im cases where they are ex- 
ternal in character and located solely 
in the outer layer of the skin. 

Findings are that use of the respon- 
dent’s preparation will do no more than 
temporarily remove the scales or crusts 
which are symptomatic of these ail- 
ments. 


Over-Sized Face Powder 
Container or Carton is Deceptive 


Premier Laboratories. 
Inc., Trenton, N. J., in the sale of face 
powder, has agreed with the Federal 
Trade Commission to cease represent- 
ing through the use of over-sized car- 
tons or containers or in any other man- 
ner than a substantially larger quan- 
tity or amount of powder is contained 
therein than is actually the case. 


Claim that Shampoo Nourishes 
Hair Through Roots Not Allowed 


The Mme. C. J. 
Walker Mfg. Co. has stipulated with 
the Federal Trade Commission that it 
will stop representing its preparations 
advertised as hair growers by means of 
assertions implying that. when used on 
the scalp or hair, they will promote 
hair growth or prevent the hair from 
falling out or will accomplish these or 
other results when such assertions are 
contrary to medical or other evidence. 
The company agrees to cease adver- 
tising that its shampoo product, through 
application to hair or scalp, will nour- 
ish the hair through the roots thereof. 


Cannot Claim that Preparation 
Will Remove Wrinkles 


Dermique, Inc., New 
York, will discontinue advertising its 
Beauty Sleep preparation by means of 
representations, the effect of which is 
to convey the idea that the product, 
when externally applied to the skin, 
will correct or remove wrinkles and 
lines over night or at all, regardless of 
the cause thereof, or will refine crepy 
skin and large pores or cause sagging 
contours to become firm or solid, ac- 
cording to stipulation with the Federal 
Trade Commission. 


Limits Set on Claims for 
Skin and Hair Preparations 


An order prohibiting 
representations concerning the thera- 
peutic properties of Nixoderm, adver- 
tised as a skin remedy. has been en- 
tered by the Federal Trade Commission 
against The Knox Co.. Los Angeles. 

The company is ordered to desist 





from advertising the preparation as an 
adequate remedy or a cure for acne. 
psoriasis, eczema, pimples, dandruff, o1 
any other diseased condition of the skin. 
unless such claims are limited to cer- 
tain skin ailments which are of a sur- 
face character only and not caused by. 
or associated with, a systematic or meta- 
bolic disorder. The order also requires 
the company to discontinue represent- 
ing that Nixoderm constitutes a cure 
or competent treatment for all cases of 
skin ailments which are of a surface 
character only. 


Hugo Mock Lectures at 
Columbia on New Cosmetic Law 


Salient points about 
the Federal Food. Drug and Cosmetic 
(ct were expained in an interesting way 
by Hugo Mock. counsel for the Toilet 
Goods Association. 
before a large 
gathering of alum- 
ni and executives 
in the drug and 
cosmetic industry 
at the Columbia 
University College 
of Pharmacy on 
the evening of Jan- 
uary 17. At the 
close of the lec- 

Hugo Mock ture, Mr. : Mock 
and H. Gregory 

Thomas of the Board of Standards an- 
swered questions—after which a rising 
vote of thanks was extended to Mr. 
Meck. Samuel Antanow, Prof. Curt 
Wimmer and the dean also spoke, con- 
cluding their remarks with tributes to 


Mr. Mock. 


Exaggerated Claims of Endorse- 
ment Tabooed by F. T. C. 


A cease and desist 
order by the Federal Trade Commission 
to the Endura Corp., Hollywood, Cal.. 
prohibits representation that the com- 
pany’s permanent wave preparation has 
been tested in the world’s foremost 
laboratories, or that it is used in Holly- 
wood’s studios or by the screen’s smart- 
est stars, or that it is actually good tor 
the hair or will benefit bleached, dyed. 
gray or naturally colored hair. 


Winners of Packaging Award 
To Be Announced March 1 


Official announcement 
of the 64 prize winners of the 1938 
All-America Package Competition will 
be made in the March 1 issue of Mod- 
ern Packaging to be followed by a pres- 
entation dinner at the Hotel Astor. 
Among the winners in the toilet goods 
field are: Lambert Pharmacal Co., St. 
Louis, Mo. (Listerine tooth paste and 
shaving cream): Mary Dunhill, Inc.. 
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ON THE NEW 


No. 7 Motor Driven 
ROTARY TABLET MACHINE 


single punch, 700 tablets per minute 


triple punch, 2100 tablets per minute 

The Rotary Table carries a set of 25 Punches 
and Dies. Operating at maximum speed with 
single punches, you can produce 700 tablets 


per minute. When arranged for triple 
punches and dies and operating at maximum 
speed, you can produce 2100 tablets per 
minute. All triple punches and dies are in 
straight line following each other, insuring 
uniform feed in all die openings. 7/16” is 
maximum diameter recommended for triple 
operation. 


These construction features: 


(1) New design shoe gives diagonal crisscross feed as well 
as straight line—insures full dies, prevents granulation 
from separating. 

(2) Special feed arrangement draws material into dies—all 


dies over-filled excess being pushed out before com- | 


pression, important in compressing many materials. 
(3) Rotary Table rests on ball thrust bearings (constantly 
bathed in oil). 


(4) Motor Drive with Reeves Variable Speed Pulleys— | 


built into base of machine, housed away from all dust. 
(5) Pressure adjustment on upper punches permits location 


of several positions in compression in upper part of dies | 


—prevents excessive capping—dies may be reversed, 
increases their life. 
(6) Power Drive-Combination Worm and Gear. 
(7) Hopper arranged with gate to regulate flow to feed 
shoe for different size tablets and different materials. 
Get full details at once—write today! 


ARTHUR COLTON Co. 


2606 JEFFERSON AVENUE EAST 
DETROIT, MICHIGAN 


Headquarters for a complete line of Pharma- 
ceutical Machinery. We solicit your 
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GET FULL DETAILS AT ONCE ee 


CONSTANT RESEARCH 
has enabled DUVAL 


to sell its products to an 
ever-increasing clientele. 


To makers of 
Toilet Preparations 
Food Products 
Dentifrices 


Flavoring Extracts 
Insecticides 
Soaps, Perfumes, etc. 


We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
Essential Oils, Aromatic Chemicals, and 
all other Perfume and Flavor Materials that 
you may be using in your products. 


Here are a few testimonials 
received on Rose Paris 


. .. I'd like you to know that | am delighted 
with both of them. Am particularly enthusi- 
astic about the Rose Paris and predict for 
you a great run on this. In my judgment it 
is a better product than some others are sell- 
ing for double the price you ask for this." 


Oil Bouquet D’Orient 


for Face Powder 


"This has just come through from our powder 
manufacturer and we are more than de- 
lighted with it." 


Oil Dentifrice 


"Your developing of the flavor for our dental 
powder is a marvelous achievement. We know 
of no one who could duplicate your result; 
in fact we tried other houses before being 
referred to you." 


COMPAGNIE DUVAL 


121-123 E. 24th Street, New York, N. Y. 
STuy-9-2261-2 
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New York, N. Y. (Amulet perfume) ; 
Campana Sales Co., Batavia, Ill. (pro- 
operations); Norwich Phar- 
macal Co., Norwich, N. Y. (production 


duction 


operations ) ; Johnson & Johnson, New 
Brunswick, N. J. (baby powder window 
display); Merck & Co., Inc., Rahway. 
N. J. (Pour-Clean bottle with acid-resis- 
tant closure); Lehn & Fink Products 
Corp., Bloomfield, N. J. (Dorothy Gray 
dusting powder); Colgate-Palmolive- 
Peet Co., Ltd., Toronto (Beauty Bub- 
bles); United Drug Co., Ltd.. Toronto 
(Bachelor Toiletries for Men). 


Sniff Bars Installed 
by Magnus, Mabee & Reynard 


In the new Magnus. 
Mabee & Reynard, Inc. building at 16 
Desbrosses St., New York, N. Y.. there 
is something new, a “Sniff Bar.” If 
you want an essential oil buyer’s holi- 
day, come down and sniff and smell 
perfume oils to your heart’s content. 
The sniff bar is stocked with new per- 
fume odors from the company’s labora- 
tories. For “sniffers” in Chicago, 
there’s a sniff bar at the company’s 
Chicago offices, 180 N. Wacker Drive. 


Good Speakers and Timely 
Subjects for Packaging Conference 


The Packaging Con- 
ference program of the American Man- 
agement Assn. to be held at the Hotel 
Astor, New York, March 7-10, is most 
timely. 

Speakers on unit packaging include 
Harry J. Higdon, Harry Carlton, Dr. 
L. V. Burton, E. A. Means, Martin UIll- 
man and Arthur Spencer. 

Sterling Grondel will talk on indus- 
trial packaging. Harold Brightman 
and Dr. Esther Franklin will discuss 
imformative labeling. Those who will 
take part in the packaging clinic are 
W. F. Deveneau, F. L. Triggs, Ben Nash. 
Arthur Allen and C. B. Wright. 


In the packaging and shipping ses- 
sions, the speakers include C. D. Hud- 
son, Clifton Cox, R. L. Beach, L. C. 


Meyers, James Sinclair, H. D. Fowley. 


A. W. Kuhne, T. L. Lussen. R. C. Reed. 
D. L. Quinn and W. R. Hummel. 

In the packaging machinery and pro- 
duction sessions, the speakers will be 
F B. Fairbanks, Francis P. Chilson. 
George Ackerman, H. A. Sumner, C. L. 
Barr, G. Mohlman, Carl Lambelet. 
George Pond, G. Webber. W. H Gesell. 
K. T. Krantz and L. P. Weiner. 


OBITUARY 
Charles Edward Kelly 


Charles Edward Kelly, senior part- 
ner of Hagerty Bros. & Co... New York. 
N. Y., since 1934, died suddenly Janu- 
ary 18 at the age 
of 42 after an ap- 
pendicitis opera- 
tion at Overlook 
Hospital, Summit, 
nN: 5. 

Mr. Kelly was 
born in Brooklyn, 
N. Y. He was 
graduated from 
St. Peter’s Col- 
lege, Jersey City, 
N. J., in 1917, and 
served in the 
122nd Telegraph Bureau of the U. S. 
Army during the World War. After- 
ward, he joined his father, James E. 
Kelly, in the firm of Hagerty Bros. & 
Co. which incidentally was founded by 
his father. His father died in 1934, 
leaving the business to two sons, Joseph 
F. and Charles E. Kelly. 

Mr. Kelly was recently elected chair- 
man of the Drug, Chemical and Allied 
Section of the New York Board of 
Trade. In addition, he was retiring 
president of the Chemical Salesmen’s 
Assn., president of St. Peter’s College 


C. E. Kelly 


or 
a 


‘en oe 
<x o: a 
a 


Alumni Assn., chairman of entertain- 
ment committee of the Toilet Goods 
Assn.; and member of the Baltusrol 
Golf Club, Downtown Athletic Club. 
Drug and Chemical Club, and Skytop 
Club. 

Surviving him are his mother, Mrs. 
Elizabeth J. Kelly, his widow and four 
daughters, and his brother. 


S. J. Nottingham 


S. J. Nottingham, St. Louis, Mo., rep- 
resentative for Richard Hudnut, Ine.. 
New York, N. Y., died from a heart 
attack at his home, January 29. He is 
survived by his widow. 


TRADE JOTTINGS 


Arthur Jacobi, 4610 Live Oak St.. 
Dallas. Texas, is organizing a cosmetic 
manufacturing business. 


Dermetics, Inc., Fourth and Pike 
Building, Seattle, Wash., is erecting a 
new cosmetic manufacturing plant. 


Elizabeth Arden’s interpretation of 
her new Cyclamen perfume won first 
prize in the Perfume Entry Show held 
recently at the Cafe Louis XIV, New 
York, N. Y., for the benefit of the Rus- 
sian Refugee Children’s Welfare So- 
The perfume was charmingly 
portrayed by Miss Cobina Wright, 
debutante. 


ciety, 


Parfums Schiaparelli’s Valentine 
greetings are three 
“Shocking” hearts. One is a_ velvet 
sachet heart with two miniature per- 
fume bottles to be worn around the 
throat on pink velvet band. The 
second is a satin sachet heart. The 
third is a heart-shaped cake of soap 
trimmed with white lace. 


expressed in 


Henri S. Gompes, Inc., manufacturer 
of H.S.G.-and opera cosmetics, is now 
located in new offices at 381 Fourth 
Ave.. New York, N. Y. The phone 
number is Murray Hill 5-0916. 

Five new shades of nail polish 
appear in the Barbara Gould line. They 
are Cerise (for Cerise rouge and lip- 
stick), Rose Mist (for 
tones), Fez (a bright red), Dresden 
(pink) and Clear (colorless). 


mauve rose 


Lester Gaba’s famous mannequin 
Cynthia, who appears at night clubs 
and at social functions, has acquired 
a’new French original, a vivid purply- 
fuchsia print. To complement this she 


wears Revlon’s “Jueltone No. 3” nail 


f Shult " k, N.Y. i t the Hotel McAlpi as 
Employes of Shulton, Inc., New York, N. Y., recently enjoyed a luncheon at the Hotel McAlpin enamel. The thee aradanted celees of 


arranged for them by president William L. Schultz. The occasion marked an unusually active 
year for this company in view of its extensive growth concurrer+ with the success of its new 
line, Early American Old Spice Toiletries. Three hundred employes attended and danced 
during luncheon and through the remainder of the afternoon to Don Blaff's orchestra. 


“Jueltone” appear in matched sets of 
cuff links and studs, designed by Nan 
Westley for her new shirtwaist frocks. 


=) 
—_ 
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Now-- 


a real key to the fundamentals 
of sound, safe, effective 


beauty culture practice 


Here is a new Herman Good- 
man book, providing a com- 
plete, clear text of the funda- 
mentals and associated sciences 
needed by beauty operators. 
lt gives a dependable basis for 
beauty culture practice that 
will preclude criticism, com- 
plaints, and restrictive mea- 
sures. 


Just Out! 


Principles ot 
Professional 
Beauty Culture 


By Herman Goodman, M. D. 
395 pages, 6 x I—$4.25 postpaid 


VERYTHING that the prospective or practicing op- 
erator needs to know about the human organisms 
upon which she works and the effect on them of the 
treatments and manipulations with which she works is 
fully covered in this book. It also emphasizes the com- 
mon sense of this information, in raising professional 
standards, producing better results, lessening likelihood 
of damage actions, etc. 
Special Features: Over 450 quiz questions with 
answers, asked by operators of Dr. Goodman, give quick 
access to information from his specialized field. 





Look up in this book: 


... the physiology of the skin and its subsidiary structures, 
the hair and nail 

. . « relief of common abnormalities such as blemishes, 
oily skin, dry skin, etc. 

. altered reactions (allergy), sunlight and its good and 
bad effects, problems of childhood and adolescence, bath- 
ing, etc. 

. entire range of hair difficulties, such as loss of hair, 
dyes and dyeing, permanent waving, removal excess hair 

. cosmetics for men 


Order this valuable, timely, authoritative, easy-to-use 
book . . . $4.25 postpaid . . . Use the coupon today! 


Robbins Publications Book Service 
9 East 38th Street, New York, N. Y. 


Enclosed find check (or money order) for $4.25 for a copy of 
Goodman's PRINCIPLES OF PROFESSIONAL BEAUTY CULTURE. 


Name 
Address 38 Position 
City & State Company 
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EXCEPTIONAL 
PERFUMER 


Increasing business again requires 


that we augment the staff of our per- 
fume laboratories, and has created an 
opportunity for a perfumer of excep- 
tional ability. 

‘The person we want must be at the 
top of his profession today, or must 
certainly possess the qualifications for 
attaining the top through his own abil- 
ity. For the perfumer selected we offer 
a life-long connection, with ample re- 
muneration, limited only by his own 
performance. 

We would appreciate receiving 
full details by mail, including age. 
experience and expected initial 
remuneration. 


VAN AMERINGEN-HAEBLER. INC. 
315 FOURTH AVE.. NEW YORK CITY 





HERE AND THERE 


> E. Leidy 
the Dill Co.. Norristown, Pa., was re- 
cently elected president of the Phila- 
delphia Drug Ex- 
change at its 78th 
annual meeting. 
Mr. Brendlinger, 
who was born in 
Roxborough, Pa., 
gradu- 
ated from Norris- 
town High School 
and University of 
Pennsylvania with 
the degree of 
E. Leidy Brendlinger Bachelor of Sci- 
ence in Chemistry, 
has been connected with the Dill Co. for 
the past 


Brendlinger. president of 


and was 


twenty-four years. For the 
past eight years he has been serving as 
secretary of the Flavoring Extract Assn. 
For two years he served as president of 
this association, and is one of its most 
active members. 


> Fred J. Beyer, vice-president of P. R. 
Dreyer, Inc., New York, N. Y., has re- 
turned to his office after a short vaca 
tion at Miami Beach, Fla. 


> Cecil Walter Rice, assistant to R. 
Righton Webb, treasurer of W. J. Bush 
& Co.. Ine., New York, N. Y.. is receiv- 
ing congratula- 
tions from his 
many friends on 
the announcement 
of his engagement 
to Miss Peggy San- 
ford, daughter of 
Mr. and Mrs. Au 
brey R. Sanford 
of Scarsdale, N. Y. 
Miss Sanford is 
an alumna of Mt. 
Holyoke 
The announcement 
was made at a reception given by Mr. 
and Mrs. Aubrey Sanford at their resi- 
dence in Scarsdale, January 22. The 
wedding will take place in May. 


College. 


Cecil W. Rice 


> William D. Barry. manager of the 
New York branch of the Mallinckrodt 
Chemical Works, who was unanimously 
elected chairman of the Drug. Chemi- 
cal and Allied Trades Section of the 
New York Board of Trade to succeed 
the late Charles E. Kelly, has been 
active in work for the section for many 
years. Up to the time of his election 
he was vice chairman; and the success 
of the annual outings has been due 
largely to his work. 

Mr. Barry was born in New York 
City August 16, 1893. After gradua- 
tion from high school he received a 
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position as junior clerk with the New 
York office of the Mallinckrodt Chemi- 
cal Works industry and 
loyalty soon won advancement for him 


where his 


until a few years ago when he reached 
the top rung in the ladder in the New 
York branch. He was married to Miss 
Mary J. McGowan February 9, 1920. 

In addition to his work for the sec- 
tion, Mr. Barry is on the board of 
governors of the Drug & Chemical 
Club. He is also a member of the 
Chemists’ Club and the Downtown 
Athletic Club. Mr. Barry will preside 
at the forthcoming banquet of the sec- 
tion in the Waldorf Astoria March 9. 


* John Beach of Seeley & Co., New 
York, N. Y., and Mrs. Beach left for 
Jacksonville, Fla., February |, for a 
month’s vacation. In company with W. 
G. Thomas of Thomas Beverages. jack- 
sonville, and Mrs. Thomas, they are en- 
joying a cruise to Havana, Cuba, and 
the principal places of interest in the 
Caribbean Sea. 


> Robert A. Kramer of Th. Goldschmidt 
Corp.. New York, N. Y., accompanied 
by Mrs. Kramer, returned February 4 
from a four weeks’ trip through Florida 
and Cuba. 


> W. A. Conklin of Helfrich Labora- 
tories, New York, N. Y.. sustained a 
broken right hand last 
month as the result of a fall on the ice 
near his home in Yonkers. N. Y. For- 
tunately he was able to continue with 
his work. 


bone in his 


> Everett W. King, who opened new 
package design studios in December. 
has been awarded top honors in’ the 
1938 All-America Packaging Competi- 
tion. The winning package. illustrated 
here with the smiling designer, was cre- 


Everett W. King 


ated for A. G. Spalding golf balls. Mr. 
King is new to the packaging field 
only as an independent; for a number 
of years he was director of design and 
sales for the Lorscheider-Shang Co. He 
now maintains a studio and display 
room in New York, N. Y., and a work 
studio in Norwalk, Conn. 


> Miss Ruth G. Ball, advertising mana 
ger of Schimmel & Co., New York. 
N. Y., and president of the New York 
Chapter of the Russell Sage College 
Alumnae Association, staged an inter- 
esting display at the last 
monthly meeting, January 26. One of 
the representatives of Elizabeth Arden. 
Inc., gave an interesting talk on cos. 
metics, colors and exercise. 


cosmetic 


> Pierre Argence of the Havas agency, 
who is well known for his work for La 
Parfumerie Moderne, has been honored 
by promotion to the grade of officer of 
the Legion of Honor. 


> Albin Wilko of Felton Chemical Co.. 
Inc., Brooklyn, N. Y.. was awarded the 
gold medal and certificate and approxi- 
mately $50.00 in 
the Jasmin Com- 
petition sponsored 
by Soap, Perfum- 
ery and Cosmetic 
magazine, London, 
Eng. The judges 
were W. A. Pouch- 
er, Frank H. Sedg- 
wick, and F. V. 
Wells. Mr. Wilko 
received third 
prize in the Lily of 
the Valley compe- 
tition sponsored by the same journal 
last year. 


Albin Wilko 


> William F. Kroneman of Dodge & 
Olcott Co.. New York, N. Y. has been 
appointed. special representative for 
the firm’s insecticide “Essenol”. 


> James McInnes, Jr.. whose alertness 
in attending to the needs of customers 
of the Commercial Solvents Corp.. is 
well known in the metropolitan terri- 
tory, keeps in shape evenings and week- 
ends by serving as Fire Commissionet 
of the town of Syosset, one of the 
thriving communities on Long Island 
which wide - awake 
volunteer department to give it protec- 
tion from fire. He has held the posi- 


depends on a 


tion four years. 


> Michael B. Zimmer, Chicago repre- 
sentative of Fritzsche 
became a member of the firm’s Quarter 
Century Club at a luncheon in Charles 
Restaurant. February 2, thus bringing 


Brothers. Inc.. 


F. H 


the total membership to twelve. 
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THESE BOOKS 


Some of Them Will Mean 


Extra Profits to You 


1A—Chemistry of Essential Oils and Artificial 
Perfumes (Parry), Vol. I 
1B—Volume II 
2 —Cosmetic Dermatology (Dr. Herman Good- 
man) 
3 —Cosmetics and Your 
Goodman) 
4 —Cream oi Beauty (H. S. Redgrove) 
5 —Cyclopedia of Perfumery, Vols. I and II 
SE chee tee tee sen ee ena ve ewens 


s and Your | Skin (Dr. Herman 


6 —Flavors and Essences (Gazan) ........... 

7 —Flavouring Materials, Natural and Synthetic 
I Ss cog Conse huhas s cetademees xs 

9 —How to Sell Cosmetics (Edyth T. McLeod) 

10 —Industrizl Chemistry of Fats and Waxes 
CUE rca cice ids ca vua poe eweudsenees 

11 —Le Livre due Parfumeur (Cola) in French.. Fr 

12 —Manual for the Essence Industry (Walter). . 

12A—Liquor Chapters Supplement ............. 

13A—Manuel du Parfumeur—Vol. I (Cerbelaud) Fr 


13B—Vol. II (Formulaire des Cremes de Toilette) Fr 
13C—Vol. III (Formulaire de Parfumerie) ..... Fr 
14 —Modern Soap Making (Thomssen & Kemp) 
15 —National Formulary, VI 
16 —Non-Intoxicants (Nowak) 
17 —Paint, Powder and Patches (H. S. Red- 
grove) 
18A—Perfumes, Cosmetics and Soaps (Poucher) 
Vol. I, Fourth Edition 
18B— Vol. II, Fifth Edition 
18C— Vol. III, Fifth Edition 
19 —Pharmaceutical Formulas, Vol. II ......... 
20 —Rational Pharmaceutical Treatment of Com- 
mon Skin Diseases (Dr. Herman Good- 
man) 
21 —Record of Specially Denatured Alcohol (H. 
W. Eddy) Cloth Bound, 150 pages 


22 —Scent and All About It (H. S. Redgrove).. 

23 —Scientific American Cyclopedia of Formulas 

ZA —==-BOOD CUMNMIONS) once ccc cccccccsccescces 

25 —Twentieth Century Book of Recipes, For- 
mulas and Processes ................... 

26 —U. S. Dispensatory, XXII ........... 

27 —U. S. Pharmacopoeia, XI ................. 


Only a few of the books we supply are listed 
us your needs and we will get the right bo 
you. Prices quoted in foreign exchange sub 
rate of exchange on day order is received. 


$12.00 
10.00 


6.50 


1.50 
1.75 


10.00 
10.00 


3.00 
2.00 


6.00 
. 500.00 
4.00 
75 
. 170.00 
. 220.00 
. 220.00 
7.50 
5.00 
6.00 


8.00 
8.00 
7.00 
4.10 


5.00 


2.00 
1.30 
5.60 
1.00 


4.00 
15.10 
5.10 


. Tell 
ok for 
ject to 
Prices 


auoted above include postage in United States and 


Canada. Foreign postage extra. To make it 


easier 


for you, simply tear out this advertisement and 
draw a circle around the numeral preceding title of 


book or books you want. Please remit with 


order. 


ROBBINS PUBLICATIONS 


BOOK SERVICE 


9 East 38th St., New York, 


N. Y. 





February, 1939 


your biggest deodorant season 
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and use 


TEGACID 


THE ACCEPTED EMULSIFIER 
FOR 
MODERN TYPE 
GREASELESS 
ANTI-PERSPIRANT 
AND 
DEODORANT 
CREAMS 


Write today for sample and details 


Th. GOLDSCHMIDT ©?- 


153. WAVERLY PLACE e NEW YORK 





REPRESENTATIVES IN 
MEME ocisicretewcn tic ...223 SPRING STREET, S. W. 
BOSTON Pega h6s 6A hoaeceekuat eee 80 BOYLSTON STREET 
CHICAGO. «.<0: aka ...325 WEST HURON STREET 
LOS ANGELES.... 
ST. LOUIS... ‘ 
SAN FRANCISCO 
TORONTO........ 


.....245 UNION BOULEVARD 
ws ....1400-16TH STREET 
-++ee-372 BAY STREET 
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Fritzsche 
Brothers, Inc., and also a member of 
the club presided. Mr. Leonhardt 
presented Mr. Zimmer with a substan- 


Leonhardt, president of 


tial government bond from the firm. 
Mr. Zimmer was also given a_ gold 
watch from the employes of Fritzsche 
Brothers. Inc. The latter presentation 
was made by Miss Mary Neary. 


> Louis Roure, president of Roure Bert 
rand Fils and Justin Dupont, Agentueil 
and Grasse, France, is receiving the 
congratulations of 
friends on his ele- 
vation to the grade 
of Commander of 
the Legion of 
Honor. He was 
formerly a mem- 
ber of the Cham- 
ber of Commerce 
ol Nice and ot 
the Alps = Mari- 


times and was al- 





so counselor gen- 


Louis Roure 


eral of the depart- 

ment of Alps Maritimes: 
dent of the association of producers of 
floral and aromatic products in Grasse. 


> Eugene C. Barton, secretary and gen- 
eral manager of Compagnie Parento. 
Lid.. of Toronto, Canada, which is an 
affiliation of Compagnie Parento, Inc.. 
Croton-on-Hudson, N. Y., spent a week 
visiting the New York and 
where he con- 


recently 
Croton headquarters 
ferred with the officials of the company. 

He announced that business con- 
ditions in Canada were good with the 
prospects for 1939 encouraging. He 
further stated that arrangements have 
been completed whereby subdivision 
packages of essentials oils. chemicals 
and balsams of Compagnie Parento are 
being distributed to the drug trade by 
the Toronto Pharmacal Co. Ltd.. 
throughout Canada except in British 
Columbia where Bartrain Drugs, Ltd.. 


continue as sales agents. 


> Percy Anderson, head of the John H. 
Rodrigues Co., New York, N. Y., has 
just returned from a vacation at Elbow 
Beach Hotel, Paget, Bermuda. 

> Alfred E. Dubey. Jr.. has joined the 
sales force of P. R. Dreyer, Inc.. New 
York, N. Y., and will call on the trade 
where he is well known because of his 
long association in the essential oil and 
aromatic chemical industry. 


>» A. S. Bedell, serving as assistant sec- 
retary and treasurer of Beauty Coun- 
selors, Inc., Detroit, Mich., was elected 
treasurer of the company at its last 
directors’ meeting. Mr. Bedell has been 
connected with Beauty Counselors prac- 
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and is presi- 


tically since the company started in 
business, his association dating back to 
June, 1932. 


> Nathan R. C. Fretz. special represen- 
tative for the various lines of perfume 
materials handled by Dodge & Olcott 
Co., has recently returned from a trip 
in the Middle West. He arrived in 
Chicago just in time for the big  bliz- 
zard. He was highly gratified with the 
friendly reception accorded him and re- 
ports very satisfactory results from bis 
trip. His firm expects a continuation 
of the substantial increase in sales of 
D&O perfume specialties during the 
past few years. 


> John A. Silver, vice-president of F. J. 
Stokes Machine Co.. Philadelphia, Pa., 
is receiving congratulations on the birth 
of a son. 


> Joseph Wafer of the Industrial Chem- 
ical Sales Division of West Virginia 
Pulp & Paper Co.. New York, N. Y.. 
was installed as president of the Sales 
men’s Association of the American 
Chemical Industry at the January 12 
meeting held at the Chemist Club. 


> Herbert 


general 


Scott. vice president and 
Smith & Scott. 
creators of Lili 


York Feb- 


ruary 3 on a business trip. An extensive 


manager of 
Limited. Bermuda, 


perfumes. arrived in New 


promotion on one of the company’s 
new perfumes, Eve, is to be launched 
by Mr. Scott. While in the States he 
visited a number of eastern cities in- 
cluding Boston, Philadelphia, Balti- 
more and Washington. Mr. Scott also 
spent a week-end at Lake Placid, N. Y. 





Herbert Scott 








> Miss Reneé Lacoste. Detroit per- 
fumer, has been spending several weeks 
in the metropolitan territory calling on 
the trade and familiarizing herself with 
latest developments and trends in the 


industry. 


> R. L. Murphey, sales manager of the 
Atomizer Division of The DeVilbiss Co.. 
Toledo. Ohio, has resigned, effective as 


of April 1, 1939, 


» C. P. Gulick. recently elected presi- 
dent of the New Jersey Social Hygiene 
Assn.. is chairman of the board of the 
National Oil Products Co.. Harrison, 


D> 


b Robert O. Furth is now located in 
Chicago as mid-west representative for 


Ph. Chaleyer. Inc.. New York. N. Y. 


> Richard deMilt completed 51 years 
of continuous service with E. R. Squibb 
& Sons, Brooklyn, N. Y.. on January 9. 
He began as an errand boy and _ has 
worked in practically every manufac- 
turing department. 


> J. C. Fielder of the Kelton Cosmetic 
Co.. New York. N. Y.. sailed on the 
Oriente for Havana, Cuba. Feb. 8, for 
an extended business trip. 

> J. I. Poses, president of D’Orsay 
Sales Corp.. New York, N. Y.. is ex- 
pected to return from Europe about 
hebruary 15. 


> Benson Storfer. head of Parfums 
Corday, New York, N. Y.. who has been 
in Europe on a business trip. expects 
to return about March 1. 


> Herman Liebes has been appointed 
Pacific Coast representative for Rose 
Laird and will handle the regular line 
as well as the new “Young Skin” line. 
with offices in San Francisco. Calif. 


> A. S. Johnson, formerly with Schne- 
fel Bros. and Northam Warren Sales 
Corp., has been appointed sales mana- 
ver of Barbara Bates manicure prepa- 
rations and C. J. Bates & Son, New 


York, N. Y. 


> Richard Picard, formerly with Der- 
may Perfumers, Inc., has been ap- 
pointed general manager of Pickwick 


Cosmetic Corp., New York, N. Y. 


> Francis Finkelhor, author of “Legal 
Phases of Advertising.” has been re- 
tained as general counsel for the Food. 
Drug and Cosmetic Label Service Corp.. 
New York, N. Y. Charles Schiff has 
been elected president of the company. 
which is offering a label checking ser- 
vice to manufacturers and others. 
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VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 
This quality product is especially worthy of your consideration. 


Sa 
Sole Agents for the United States: W. J. BUSH & CO., Inc., New York 
Sole Agents for Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


OIL LAVENDER ALTITUDE 


lt costs more than inferior oils; — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
standard in quality, odor, uniformity. 
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W. J. BUSH & CO. 
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both large and small plants find 
this ASBESTOS DISK BENCH MODEL FILTER 


the ideal all-purpose _——— 


if you useda 
stop - watch 
ON 


@ it meets the needs 
of small plants as 





no other filter does. 


@ Large plants use it 
for experimental 
work. 

Is completely port- 
able (with built-in 
pump and motor). 
Two gallons .a min- 
ute pump capacity. 
Plug to a light 
socket and the ma- 
chine is ready to 
operate. Filter area 
can be increased 
by adding extra 
rings. 


LACQUERS NAIL ENAMELS 


You'd find the surface dry a few seconds 
after application. That insures against marks 
or blemishes by touching. But underneath. 
the enamel takes a full 20 to 30 minutes to 
harden to a tough adhesive film. This is only 
one of many reasons why Lacquers products 
resist chipping and peeling for days of extra 
wear. 

Order now from a wide assortment of smart 


Spring shades. 
Creme . Clear Colorless . Transparent Colored 


Write for information — there’s 


' 
| 
Investigate this remarkable all-purpose filter. Send 


“eae . money in packaging Nail Enamels 
us a sample of your liquid for demonstration. 


LACQUERS, INC. 


ENGLEWOOD, N. J. 






ERTEL ENGINEERING CORP. 


Manufacturers and Designers of Liquid Handling Equipment 


Se ee ee eS ee | 





February, 1939 


(By Our Special Correspondent) 


GRASSE, France, February 5—It 
might be well to make a survey of 
the crops of the past year, the con- 
ditions of their production and their 
influence on the perfume industry. 


No Reduction in Neroli 

Let us begin with the orange tree. 
The price of the flower has been 
fixed at 6.75 francs a kilo, as op- 
posed to 5.50 a kilo in 1937, effecting 
a rise of about 20 per cent in the 
natural products obtained by the use 
of solvents. This increase has had 
the most influence on neroli which 
has reached 40 per cent after dis- 
tillation as a result of the poor yields 
obtained by the solvents, to return to 
15 per cent in harmony with the cur- 
rent market price. The two crops of 
1937 and 1938 have been compara- 
tively normal, while the stocks of 
manufactured products have been 
almost lacking at the beginning of 
each year. Also the production of 
1937 was converted into money al- 
most in its entirety in the course of 
manufacture. The demand again 
proved to be very brisk during the 
1938 distillation and during the next 
three months. Since then there has 
been much less demand; but in spite 
of the neglect of the buyers. no re- 
duction is expected. 


Limited Rose Production 


Passing on to the rose: From 5.50 
a kilo in 1937 the flowers have in- 
creased to 8 frances a kilo in 1938 
with a resultant rise of 50 per cent 
in the products drawn from. this 
flower. The crop which matured 
under most unfavorable conditions. 
on plantations which had suffered in 
past years, was short by one-third 
and the produce was put on the mar- 
ket when there was no stock. 

In spite of this limited production. 
the sales have not been so important 
nor the natural product (concrete) 
in such demand as was expected. Is 
it perhaps possible to find the answer 
in the competition set up by the Bul- 
garian product which may be ob- 
tained at a much lower price? It is 
true, in the first place, that one can 
not buy Bulgarian concrete without 
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A picturesque corner of Grasse 


taking a proportionate quantity of 
otto of rose, and this condition has 
put a slight curb on the transactions. 
In spite of this requirement and the 
fact that the harvest of 1938 showed 
a deficit estimated at 40 per cent, the 
stocks of essence in Bulgaria remain 
important. The market prices of the 
manufactured products show only 
slight variations from those reported 
for the year 1937. 


Effect of Poor Jasmin Crop 

Let us continue with jasmin. The 
crop has been so poor that the per- 
fumers have sought to make up part 
of the deficit by agreeing to accept 
the flowers up to the end of Novem- 
ber, although normally the harvest is 
over the last of September. The 
deficit has varied between 30 and 50 
per cent as a result of the degree of 
abandonment in which the various 
plantations in the producing areas 
have been left for several years, be- 
cause of the various fixed prices for 
the flower—prices which the farmers 
do not consider sufficiently remunera- 
tive. The price of the 1938 crop, 25 






francs a kilo, as contrasted with 18 
francs in 1937, seems to have given 
them more satisfaction and one be- 
gins to see the establishment of new 
jasmin gardens. The sale of jasmin 
products has not been facilitated by 
the ensuing rise which is in the 
neighborhood of 50 per cent and the 
trade in these products suffers a 
rather marked slackening. 


Lavender: Prices and Sales 


Let us conclude with lavender. The 
importance of the 1938 production 
added to the quantities remaining in 
essence of lavender and of lavendin 
from the 1937 crop constitute such 
a supply that the prices, which were 
pushed up by speculation, have col- 
lapsed before the natural restraint 
of consumers. The essence of the 
1937 distillation opened on the mar- 
ket at 180 francs a kilo, attaining a 
price of 260 francs before the 1938 
market, and commencing thereafter a 
decline which seemed to become stab- 
ilized at about 200 francs for the 
lavender and 70 francs for lavendin. 
In spite of this reduction, the sales 
reached a ridiculous figure during 
the last months of the year—some 
half score of tons—the lavendin be- 
ing most in demand. Some compara- 
tively important transactions were no- 
ticeable during the latter two weeks 
of December—the filling of orders 
from England and Germany—while 
exports to the United States con- 
tinued to be quiet. 


Acacia, Mimosa, Violet 


The next crops are those of acacia. 
mimosa and violet. We make no 
prognostications as yet. We can only 
hope that the cold wave which 
descended over all Europe last De- 
the thermometer fell to 8 





cember 
below zero in the country surround- 
ing Grasse—has not caused too heavy 
damage. Although the crops with 
which the perfume industry is con- 
cerned are no longer awaited with 
the same interest, and whatever the 
conditions in which they mature may 
be, we feel it is at least certain that 
they will satisfy the needs of our in- 
dustry, at any rate, so far as quantity 
of crops is concerned. 
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A NEW FITTING| Hf 


For Your 


DEODORANT PACKAGE 





This product is one of the 
The particular advantage of the 
No. 2800 applicator is that a black 
rod is inserted into the cap in- 
stead of the usual glass rod. This 
black rod shows up better in the 
liquid making the applicator more 
noticeable, thereby giving added 
sales appeal to your package. 














most satisfactory emulsifiers 


on the market. 
No. 2800 











No. 2700 applicator is the same 
as No. 2800 excepting it has a 
glass rod. Furnished with black 
plastic cap, screw thread, and 
finest rubber sponge, it can be 
supplied to fit properly in sizes 
up to and including 4 ounce 
packages. Write for samples 
and prices. 


It is extremely simple to han- 


dle and will give a cream 









No. 2700 


GLASS PRODUCTS CO. 
VINELAND, NEW JERSEY 


with a pH number below 7. 





lf this product is of any inter- 


avi coh 


Se 


est to you we will be glad to 


KH-onmomo ~< 


Pe 


submit an adequate sample 


and formula for its use. 


ARTHUR A. STILWELL & CO. inc. 


Importers - Exporters - Manufacturers 


601 W. 26th St., NEW YORK 
350 N. Clark St., CHICAGO 


“An Unimpaired Record 
Since 1878” 
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NEW YORK MARKET 


Raw materials which go into the 
perfume, cosmetic and toilet goods 
trades were commanding more. at- 
tention over the past month. Mod- 
erate gains were noted in the call 
for aromatic chemicals, and due to 
fluctuations in prices, a_ greater 
amount of activity developed in es- 
sential oils. specialties and sundries. 


Aromatic Chemicals Stronger 

While competitive conditions con- 
tinued in aromatic chemicals, manu- 
facturers are hoping that the im- 
provement in buying will continue 
and that this will serve to prevent 
any further weakening in the price 
structure. Generally there is a grow- 
ing feeling of strength in the market 
since values have already receded to 
very low levels, but there is much 
fear with regard to replacements of 
raw materials from which many 
chemicals are made. International 
policies will undoubtedly play an 
important part in the market, it is 
believed. 

Beeswax was firmer at times, al- 
though prices lacked definite change. 
Demand was broader, thus giving a 
lift to the market that had merely 
been routine for sometime. Develop- 
ments in the basic material were re- 
flected in stearic acid, and selling 
schedules were moved up a half cent 
a pound with the tone of the market 
displaying considerable strength at 
the higher level. 


Artificial Sassafras Firmer 
Conditions in the Far East are 
playing an important part in the 
action of camphor oils in this market. 
There is no camphor sassafrassy ob- 
tainable here, and artificial sassafras 
has developed a much firmer tone 
since about the earliest positions of- 
fered are for April-May shipment. 
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Control of prices and sales in Japan 
has apparently 
and there are no indications that 
holders at the source will break away 
from their policy. 


proved successful, 


Essential Oils Unsettled 


The absence of any unusual buy- 
ing movement was about the only 
factor that prevented such articles as 
thyme, rosemary, spike aspic, and 
orange from reflecting the highly 
critical conditions that existed in 
Spain over the past several weeks. 

Another interesting development in 
the essential oil market was the com- 
plete reversal in the trend of worm- 
seed. After further slight declines 
during the first two weeks of Janu- 
ary, the market staged a right about 
face as the result of heavy purchases 
for export and by dealers in this 
market. Reports about the trade in- 
dicate that approximately two-thirds 
of the production of this oil has 
already been sold. Since another new 
crop is several months away, dealers 
fear that the article will become 
scarce later on when the heavy con- 
suming season gets underway. 


Peppermint Higher 

Prices on peppermint moved high- 
er in the country, and there was less 
inclination on the part of local deal- 
ers to sell. Oil of good quality is 
said to be closely held. Small lots 
of spearmint were in demand, and 
the constant movement served to 
keep the article in a relatively firm 
position. 

The future outlook in miscellane- 
ous oils seems rather clouded for the 
moment. Because of an absence of 
any real demand, lemongrass dis- 
played a weak tone. Despite the fact 
that Java citronella oil had been pur- 
chased on a much higher primary 
market, the lower costs for import 
continued to have an unsettling in- 


fluence on the spot market. Toward 
the close of last month. higher cables 
were reported on eucalyptus. Ship- 
ping prices advanced several cents a 
pound, A drought and forest fires in 
Australia caused considerable dam- 
age and prospects with regard to 
future supplies seem indefinite. 


Glycerine Steadier 

Glycerine displayed a steadier tone 
under the influence of a freer move- 
ment against contracts. The move- 
ment in January was definitely better 
than in December. Production costs 
have held steady for some time and 
nothing at the moment suggests any 
disturbance of that condition. 

Sundries were marked by reduc- 
tions in citric acid, acetone, in tank- 
cars, and Sumatra benzoin gum. Ow- 
ing to the high costs of crude mate- 
rial, tartaric acid displayed a firm 
tone. All grades of gum tragacanth 
registered substantial losses. Import- 
ers explained that the downward 
trend was due to more liberal offer- 
ings from Europe of grades that have 
never been used in this country. An 
encouraging feature, however, was 
the strengthening in some of the 
manufacturing grades. This develop- 
ment, it is held, may tend to check 
the weakness in the finer qualities of 
tragacanth. There are ample quanti- 
ties of red rose leaves on hand, but 
pale leaves are scarce and high. 





Soap Sales to Porto Rico 


Laundry soap accounts for more 
than two-thirds of Porto Rico’s an- 
nual purchases from the United 
States, shipments of the last fiscal 
year exceeding 22,000,000 pounds. 
Sales of powdered and flaked soap 
amounted to 1,200,000 pounds, and 
shipments of toilet and fancy soap 
totalled 1,100,000 pounds. 





The American Perfumer 








. Se ee oe 
NS RE a a Le TTT 






re ee tO 


ES ES 0 Te ENESE gS Sn EEE rT 





ITIS IMPORTANT THAT 





YOUR OWN BRAND OF COSMETICS 


possesses Quality and package appeal 


our 33 Years of Manufacturing Experience assures 
you of the utmost in both of these respects 


Particular attention paid to making products and 


labels conform to requirements of the New Cosmetic Act 


acre types of CREAMS, LOTIONS, POWDERS, 


ano oTHER COSMETICS. price tist BY REQUEST 


THE KLINKER 


9200-9210 BUCKEYE ROAD 





% You Can Put This Book 
To Profitable Use 


FLAVORS and ESSENCES 


By M. H. GAZAN 
















This new-type formula book gives you brand-new formulas 
most of which have never been published before. Every formula 
has been carefully tested. Every product is highly concentrated 
very soluble, and may be kept for several years without change 
or deterioration. Except for a few, no equipment is required. 
And even those few may be prepared without equipment if 
desired. All raw materials are obtainable in the open market. 


Every formula may be used freely by every purchaser of 
the book. The formulas are so new and so valuable as to offer 
a real commercial advantage. They combine richness of flavor 
strength, permanence, and low cost. They include fruit flavors 
and essences for the manufacturer of confectionery, syrups 
mineral waters, ice creams, custard powders, etc.—Fruit ethers 
for boiled goods and sweets—Wine flavors for distillers, confec- 
tioners, etc.—Oil compounds, herbal and other extracts. The 
complete index and valuable tables enable any reader to pro- 
duce the essences without difficulty. 


Send for This Valuable Book TODAY! 
Cloth—5!/2 x 834—Illustrated—Price $10.00 


ROBBINS PERFUMER COMPANY, Ine. 


9 EAST 38TH STREET - - - - NEW YORK 


February, 1939 


MFG. COMPANY 


CLEVELAND, OHIO 


ESSENTIAL OILS 


es 
Ambergris 
Synthetic Lumps 
FOR USE IN POWDERS AND PERFUMES 
Recommended as a pre-fixative increas- 


ing the perfume value by overcoming 
earthy odors in tales and powders. 


Excellent as a fixative in perfume and 
toilet water when used as a tincture 


Further information as to use will be 
forwarded on request 


This product is offered at 
$17.00 per Ib. 
Trial ounce—$1.25 oz. 


FLOWER OILS * PERFUME aaah i) 








ESSENTIAL OILS 


Almond Bit., per Ib. 
S. P. A. 
Sweet True 
Apricot Kernel 
Amber rectified 
Amyris baisamitera 
Angelica root 
Anise, U. S. P. 
Aspic (spike) Span. 
French 
Bay 
Bergamot 
Birch, sweet 
Birchtar, crude 
Birchtar, rectified 
Bois de Rose 
Cade, U. S. P. 
Cajeput 
Calamus 
Camphor "white" 
Cananga, Java native 
rectified 
Caraway 
Cardamon, Ceylon 
Cassia rectified, U. S. P. 
Cedar leaf 
Cedar wood 
Celery 
Chamomile (oz.) 
Cinnamon 
Citronella, Ceylon 
Java 
Cloves, Zanzibar 
Copaiba 
Coriander 
Croton 
Cubebs 
Cumin 
Dillseed 
Erigeron 
Eucalyptus 
Fennel, Sweet 
Geranium, Rose, Algerian 
Bourbon 
Turkish 
Ginger 
Guaiac (Wood) 
Hemlock 
Juniper Berries 
Juniper Wood 
Laurel 
Lavender, French 
Lemon, Italian 
Calif. 
Lemongrass 
Limes, distilled 
expressed 
Linaloe 
Lovage 
Marjoram 
Neroli, Bigarde, P. 
Petale, extra 
Olibanum 
Opopanax 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 
Orris root, con. (0z.) 
Orris root, abs. (oz.) 
Orris Liquid 
Patchouli 
Pennyroyal Amer. 
French 
Peppermint, natural 
redistilled 
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$2.09@ $2.35 
2.10@ 2.45 
65@ .80 
30@ 35 
48@ 55 
3.00@ 3.25 
42.00@ 65.00 
75@ .80 
1.45@ 1.50 
1.55@ 

1.25@ 1.40 
3.80@ 4.00 
1.65@ 3.25 
18@ 22 
70@ .85 
1.55@ 2.50 
41@ .45 
4@ 55 
4.25@ 6.00 
28@ 32 
1.30@ 1.50 
1.65@ 2.00 
1.80@ 1.95 
13.50@ 20.00 


1.00@ 1.07 
55@ 60 
15.00@ 20.00 
1.35@ 1.45 
2.55@ 2.85 
6.75@ 8.50 
2.75@ 3.75 
2.40@ 3.00 
37@ 45 
LI5@ 1.25 
2.80@ 3.25 
2.50@ 2.90 
2.05@ 2.60 
5.15@ 5.75 
2.35@ 3.00 
20@ 1.10 
1.25@ 1.75 
50@ .60 
6.50@ 8.09 
2.35@ 4.75 
3.00@ 3.50 
2.50@ 
33@ .50 
3.25@ 4.00 
7.00@ 8.00 
1.20@ 1.30 
60.00@ 70.00 
5.25@ 8.00 
115.00@130.00 
140.00@ 155.00 
5.00@ 5.25 
10.00@ 12.00 
1.85@ 2.35 
1.75@ 2.25 
2.40@ 3.25 
2.60@ 3.10 
8@ .70 
5.00@ 5.50 
35.00@ 50.00 
18.00@ 25.00 
3.65@ 5.75 
1.75@ 2.25 
1.80@ 2.50 
2.25@ 2.35 
2.45@ 2.65 


Petitgrain 
French 

Pimento 

Pinus Sylvestris 
Pumillonis 

Rose, Bulgaria (oz.) 

Rosemary, French 
Spanish 

Sage 

Sage, Clary 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial 

Snake root 

Spearmint 

Thyme, red 
White 

Valerian 

Vetivert, Bourbon 
Java 

Wintergreen 

Wormseed 

Ylang Ylang, Manila 
Bourbon 


$1.00@ $1.25 
2.25@ 2.50 
2.35@ 5.50 
1.95@ 2.20 
1.85@ 2.05 
5.50@ 13.00 
58@ .70 
55@_~ «70 
1.50@ 1.65 
25.00@ 30.00 
5.00@ 6.09 
5.25@ 6.00 


95@ 1.40 
8.00@ 10.00 
4.75@ 7.00 
3.25@ 8.75 
3.35@ 8.00 
2.25@ 3.00 
18.00@ 24.00 
2.50@ 5.75 


TERPENELESS OILS 


Bay 
Bergamot 
Clove 
Coriander 
Geranium 
Grapefruit 
Sesquiter peneless 
Lavender 
Lemon 
Lime, ex. 
Oranae, sweet 
bitter 
Petitgrain 
Rosemary 
Sage, Clary 
Vetivert, Java 
Ylang Ylang 


3.10@ 4.00 
9.00@ 14.00 
3.25@ 5.00 
40.00@ 

8.00@ 12.50 
50.00@ 64.00 
85.00@ 

7.50@ 11.50 
14.50@ 21.00 
44.00@ 64.00 
98.00@1 10.00 
90.00@1 15.00 
2.50@ 3.50 
2.50@ 4.00 
90.00@ 

35.00@ 

28.00@ 35.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Alcohol C 8 
Cc 9 
Cc 10 
Cc il 
C 12 
Aldehyde C 8 
c9 


Cc 10 

om | 

C 12 

C 14 (so-called) 

C 16 (so-called) 
Amyl Acetate 
Amyl Butyrate 
Amyl Cinnamate 
Amyl Cinnamate Aldehyde 
Amyl Formate 
Amyl Phenyl Acetate 
Amyl Salicylate 
Amyl Valerate 
Anethol 
Anisic Aldehyde 
Benzophenone 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Iso-eugenol 


2.00@ 
1.35@ 2.00 
16.00@ 20.00 
25.00@ 40.00 
20.00@ 28.00 
17.50@ 22.00 
10.00@ 20.00 
25.00@ 30.00 
40.00@ 65.00 
38.00@ 55.00 
27.00@ 40.00 
24.00@ 32.00 
13.00@ 
13.00@ 
-75@ 1.00 
1.05@ 1.25 
4.50@ 5.80 
2.00@ 3.50 
1.60@ 1.90 
3.00@ 5.55 
55@~ «75 
2.00@ 2.40 
1.10@ 1.45 
3.10@ 3.50 
40@ 1.30 
50@ 1.05 
.70@ 1.00 
97@ 1.80 
4.00@ 6.00 
4.75@ 7.00 
3.50@ 3.60 
11.00@ 13.00 





(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


Benzylidenacetone 
Borneol 
Bornyl Acetate 
Bromstyrol 
Butyl Acetate 
Butyl Propionate 
Butyricaldehyde 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin 
Cuminic Aldehyde 
Diethylphthalate 
Dimethyl Anthranilate 
Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 
Geraniol, dom. 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 
Heliotropin, dom. 
foreign 
Hydratopic Aldehyde 
Hydroxycitronellal 
Indol, C. P. (oz.) 
lso-borneol 
lso-butyl Acetate 
lso-butyl Benzoate 
lso-butyl Salicylate 
lso-eugenol 
lso-safrol 
Linalool 
Linalyl Acetate 90% 
Linayl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 
Menthol, Japan 
Synthetic 
Methyl Acetophenone 
Methyl Anthranilate 
Methyl Benzoate 
Methyl Cinnamate 
Methyl Eugenol 
Methyl Heptenone 
Methyl Heptine Carbonate 
Methyl Iso-eugenol 
Methyl Octine Carbonate 
Methyl Paracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 
Ketone 
Xylene 
Nerolin (ethyl ester) 


‘Nonyl Acetate 


Octyl Acetate 

Paracresol Acetate 

Paracresol Methyl Ether 

Paracresol Phenyl-acetate 

Phenylacetaldehyde 50% 
100% 


[Continued on page 





PRICES IN THE NEW YORK MARKET 


VUUUULLDLLAOUAL NOOO OOONAANNG TSAO NTA 


$2.00@ $3.50 
1.75@ 2.00 
1.25@ 4.50 
3.75@ 4.25 
.60@ 

2.00@ 

12.00@ 

3.75@ 4.50 
3.05@ 3.75 
85@ 1.25 
7.50@ 11.00 
12.00@ 14.00 
13.00@ 

1.75@ 2.80 
85@ 1.65 
1.60@ 2.10 
3.50@ 5.00 
2.75@ 3.00 
27.09@ 48.00 
26@ 35 
5.75@ 8.00 
30@ .50 
5.75@ 7.50 
1.20@ 1.75 
1.00@ 1.25 
3.25@ 3.80 
1.00@ 1.25 
1.20@ 2.35 
1.15@ 2.50 
5.25@ 5.40 
57@ 65 
1.75@ 2.25 
1.15@ 2.85 


3.25@ 3.60 


2.35@ 4.75 
2.25@ 3.50 


9.00@ 12.00 
3.05@ 3.10 
2.25@ 3.00 
1.31@ 2.00 
2.25@ 3.25 
75@ 1.75 
2.00@ 3.10 
3.50@ 6.75 
2.50@ 4.50 
25.00@ 28.00 
6.25@ 11.50 
26.00@ 32.00 
3.00@ 5.25 
2.10@ 2.75 
35@ 40 
3.25@ 3.65 
3.40@ 3.80 
1.00@ 1.25 
1.55@ 1.80 
46.00@ 48.00 
35.00@ 40.00 
3.60@ 5.25 
2.50@ 3.50 
5.00@ 8.50 
2.10@ 4.00 
4.00@ 7.25 
84] 


The American Perfumer 






TREE ST RTT | 

























































f 


epErR in En 0 TREE ERPS 


OR EERE 








TELEPHONE BEEKMAN 3-3156-3162 
Caste Apporess PARSONOILS, NEW YORK 


M-W- PARSONS 


IMPORTS 95 ANN STREET 


AND 
PLYMOUTH ORGANIC LABORATORIES: INC: NEW YORK.N.Y.U.S.A. 


PLYMOUTH POWDER BASE No. 7 


Since the introduction of this new face powder material sales of it have constantly 
increased because the use of it actually represents a development in fine face powders. 


Its exceptional silky, soft, smoothness, the complete absence of odor and the extremely 
fine particle size of it, plus its extraordinary adhesiveness actually improves a face 
powder in which it is used. As little as 5°, added to your formula will bring about this 
result although it is being used in some face powder to the extent of 15° and a 
formula is offered showing its use in this percentage. 


Samples are at your disposal and we believe that this is one of the Plymouth products 
which warrants a serious investigation by every face powder manufacturer because it 
has real merit. 


A complete line of Cosmetic Raw Materials 








IT’S NOT TRUE 


You don't have to pay high prices for 


The value of usual uses for labels 
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is recognized. The unusual uses of 
labels to stimulate business are not 
so well known but none the less 
effective and successful. : 
An outstanding label used in 


a different way will not only get oS 


attention but will put your mes- Scarlet Peony $18 per Lb. 
sage across and get definite results, Jasmin Petals 15 
5 White Hyacinth ee 


eed Re Sa, This is only a minute indication of the values we are now 
a Write today for these 109 offering. 
luable id d eer 
. EE _~ “emi nies _— = For your profits’ sake, don’t put off writing today for samples 
apply to your business. é of our entire astonishingly low-priced quality line of new floral 
e odors. As always, there is no obligation on your part. 
Qhe GUY M. VERLEY & CO. 


TABLET & TICKET CO. 
1009 West Adams Street - Chicago, Illinois 
New York - Chicago - San Francisco 


























| these excellent odors are: 


quality floral odors. 
















Here are some random prices of our new floral odors. 
See for yourself how comparatively inexpensive 


2704 PRATT BLVD. CHICAGO, ILL. 




























































[Continued from page 82] Balsam, Copaiba 25@ _.28 Rose leaves, red 2.15@ 2.25 
Phenylacetic acid $2.00@ $3.75 Peru 68@ .75 Rose water, djn. 4.75@ 5.00 
Phenylethyl Acetate 2.95@ 5.60 Tolu 48@ «50 Rosin, M. bbls. 6.65@ 

Phenylethyl Alcohol 2.50@ 3.35 Beeswax, white 38@ 4! Salicylic acid 35@ «40 
Phenylethy!l Anthranilate 16.00@ yellow .20@ 22 Saponin : 1.70@ 1.75 
Phenylethyl Butyrate 8.25@ 12.00 Bismuth sub-nitrate 1.33@ 1.35 Soap, neutral white 19@ _~ .23 
Phenylethyl Propionate 7.00@ 7.75 Borax, crystals, carlot, ton.. 48.00@ 58.00 Sodium, Carb. } 
Phenyl Formate 12.50@ 18.09 Boric Acid, ton 125.00@ 140.09 58% light, 100 pounds 1.35@ 2.35 
Phenyl Valerianate 16.00@ Calamine 16@ ~~ .20 Hydroxide, 76% solid, 100 
Phenylpropyl Acet. 8.00@ 11.09 Calcium, phosphate 08@ .08%, pounds 2.60@ 3.75 
Phenylpropyl Alcohol 450@ 8.35 Phosphate, tri-basic 10@ «12 Silicate, 40°, drums, works, 100 
Phenylpropyl Aldehyde 5.50@ 10.50 Camphor 50@ «52 pounds 80@ 1.20 ! 
Rhodinol 6.00@ 10.09 Castoreum 15.09@ 20.00 Spermaceti .22@ ~~ .25 
Safrol 52@ ~~ «58 Cetyl Alcohol .75@ 1.50 Styrax 48@ 2.00 
Santalyl Acetate 22.09@ 22.50 Pure 1.90@ 2.15 Tartaric acid 279%4@ .28%4 
Skatol C. P. (0z.) 5.25@ 8.50 Chalk, precip. .03'2@ .06!/2 Titanium oxide 17%4,@_ .20 
Styralyl Acetate 8.50@ 13.00 Cherry laurel water, dijn. 4.75@ 5.25 Tragacanth, No. | 2.35@ 2.80 
Styralyl Alcohol 15.00@ 20.00 Citric Acid .22@ .22!/ Triethanolamine 3444@ «42 
Terpinyl Acetate 80@ 1.25 Civet ounce 5.50@ 6.85 Violet flowers 1.05@ 1.15 
Terpineol, C. P. .26@ 36 Clay, Colloidal 07@ 15 Zinc oxide, U. S. P. bbls. 09/,,@ «15 
Thymene 45@ Cocoa butter lump AS@ ~~ .25 Peroxide 1.10@ 1.75 
Thymol 1.45@ 1.60 tery ee (Hexalin) —— Stearate 21@  .28 
Vanillin (clove oil 2.20 2.35 Fullers' Earth, ton 15.0 33.00 
seoatotalh a 2.25 Glycerine, C. P. drms. . A2Y2@ .15% OILS AND FATS 
Pure, crystal 2.10@ 2.25 Gum Arabic, white 23@ ~~ .25 Tallow, N. Y. C. extra 0532@ } 
Vetivert Acetate 25.00@ 35.00 Amber 0NA@ «1! Grease, white . 05%@  .06 
Violet Ketone Alpha 5.00@ 10.00 Gum Benzoin, Siam 1.00@ 1.25 Lard 07Y%4@ .09'/, 
Beta 5.50@ 38.00 Sumatra A8@  .22 Cocoanut Oil, tanks 074%4@ 
Methyl 5.25@ 8.00 Gum galbanum .20@ 1.05 Corn Oil, distilled, bbls. 09@ .09'/, 
Yara Yara (methyl ester) 1.50@ 1.75 Gum myrrh 45@ ~~ «50 Red Oil, distilled, tanks .06'!/,@ .07'/2 
Henna powd. AI@~ .14 White drums 10%4@ 11%, 
BEANS Kaolin .03@ # .05 Stearic acid 
Labdanum 3.25@ 5.00 Triple pressed A3Y4@ 14% 
Tonka Beans, Surinam 1.15@ 1.30 Lanolin, hydrous 17@ ~~ ‘.20 Saponified AZ2@ .14'/ 
Angostura 2.40@ 2.65 anhydrous .20@ _ ~=-.24 Castor No. |, tanks .09@ 
Vanilla Beans Magnesium, Carbonate .063%4@ .07'/2 Cocoanut, Manila Grade, , 
Mexican, whole 5.00@ 5.25 Stearate 19 25 tanks .03|4@ 
Mexican, cut 4.75@ 5.10 Musk, ounce 19.50@ 28.00 Corn, crude, Midwest mill, 
Bourbon, whole 5.15@ 5.50 Olibanum, tears 16@ = .28 tanks 06'/5@ .06!/, 
South American 4.50@ 4.75 siftings 07@ .09 Cotton, crude, Southeast, 
Orange flower water, gal. 1.50@ tanks .055%4@ 
Orris root, powd. AI@ = .16 Lard, common No. | bbls. 09@ 

SUNDRIES AND DRUGS Paraffin 03%@ .05 Palm, Niger, casks 035,@ .03% 
Acetone 04'/4@ .06'/, Petrolatum, white 0644@ .08!/, Palm, kernel, bulk, ship .0340 Nom'| 
Almond meal 25@ = «27 Quince seed 70@ = =«.90 Peanut Refined, barrels 09'/,@ .09%, 
Ambergris, ounce 20.00@ 22.00 Rice starch 08@ .09'/2 Tallow, acidless, barrels .08%4@ 

Northern India Essential Oil Acid value 87.6 
(Continued from page 31) Saponification value 87.2 
oa. OF DILL : . REFERENCES: 
Dill or Sowa (Peucedanum graveolen Benth) is "Watt, G., Commercial Products of India, 1908, p. 820. ; 
a glabrous herb® which is cultivated in the Punjab *Finnemore, The Essential Oils, 1926. 
plains. The oil was distilled from the fruit and had Jensen, H. R., The Chemistry Flavoring and Manufacture 
: : oon of Chocolate Confectionery and Cocoa, 1931. 
the properties given in lable VI. ‘Puran Singh, Report on Cultivation of Rosha Grass, 1926. 
7 . . . ; ‘Record Botanical Survey of India. i., 200; iii., 64, 220. 
rABLE VI. Properties of Dill Oil Duthie and Fuller, “Field and Garden Crops, iii, 43, t. 
Lxxxii. 
. a aa 97 “Duthie, Flora Upper Gangetic Plain, 1903, 396. Govern- 
Yie Id e : om 1.2% S ment Industrial Research Lab., Shahdara, Lahore (India). 
Sp. gravity 0.947 
Re fra _ inde . 1 Sterilizing Face Creams By Radiation 
Optical rotation 13.7 ore 
heh ealiee 131.5 (Continued from page 41) we are about to install air 
Saponification value 131.5 conditioning apparatus. This will be supplemented 
by the present Rentschlerizing apparatus which pro- ‘ 
OIL OF CARAWAY vides that final element of air conditioning, the re- 
The oil of Caraway (Carum Carui Linn) was moval of bacteria and mold from the air which is 
distilled from the fruit of the plant. It is culti- just as important as the removal of visible dust. 


vated mostly in the eastern Punjab and Kashmir. 
The oil was obtained by steam distillation and its 
properties are given in Table VII. 


PROCESS GOOD FOR LANOLIN CREAMS 

Lanolin base creams, of which we have several, 
are particularly susceptible to mold, for lanolin 
emulsions provide an almost ideal growth medium. 
Even these, we feel are well protected by our new 


TABLE VII. Properties of Caraway 


Yield per cent 3.060 installation against mold destruction in this or any 
Sp. gravity 0.900 other climate, whether used immediately or later, 


Refractive index 1.488 
Optical rotation 68.9 


because they are sterile when packed and sealed in 
transparent cellulose paper. 
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PRODUCTION, MANUFACTURE AND APPLI- 
CATION OF PERFUMES OF ALL TYPES by 


William A. Poucher, Ph. ©. New 5th Edition. 
Gives complete working knowledge of up-to-date per- 
fume manufacture. Hundreds of valuable formulas with 
complete directions. Covers in full the methods of 
production of perfumes, their chemistry, odor analysis, 
selection for various purposes, and compounding from 
various materials. Complete monographs explain all 
the floral perfumes, giving for each one—the botanical 
varieties, odor classification, chemical composition, 
suggestions for compounding, the best compounding 
ingredients (bases, blenders, modifiers, fixers, florals, 
and aldehydes). Representative formulas for each per- 
fume give you the widest choice of variations to meet 
every commercial need. Additional chapters give many 
new formulas for fancy perfumes, toilet waters. Illus- 
trated. 426 pages Price $8.00 Postpaid 


MODERN SOAP MAKING by Dr. E. G. Thoms- 
sen and G. R. Kemp The first entirely original 
American book on soap manufacture in 20 years. 
Thoroughly covers every phase of soap manufacture 
and glycerine recovery. Written by practical soap 
men, a truly practical book. Raw materials. Machinery 
and equipment. Soap making methods. Soap prod- 
ucts. Glycerine recovery and refining. Recovery meth- 
ods. Appendix containing all needed reference tables, 
constants of oils and fats, alkali values, conversion tables, 
U. S. Government specifications for various soap prod- 
ucts, etc. 550 pages Price $7.50 Postpaid 


TREATMENT OF COMMON SKIN DISEASES 
hy Herman Goodman, M. D. Statistics on a 
million reported cases of skin ailments. Basic instruc- 
tions in the anatomy and physiology of the skin, hair 
and nails (and their condition in health and disease). 
Pictures of the most common skin diseases and condi- 
tions brought about by parasites. Formulae from 
shampoo to lotion, from diet to prescription. The most 
practical skin book in a decade! 350 pages, 72 illus- 
trations, 300 tested formulae. Price $5:00 Postpaid 
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THESE MAY BE JUST 
THE BOOKS 















YOU NEED 


FLAVORS AND ESSENCES by M. H. Gazan 
A new-type formula book. Gives brand-new formulas, 
most of which have never been published before. Each 
formula carefully tested. Each product is highly con- 
centrated, very soluble, may be kept several years 
without change or deterioration. Except for a few, no 
equipment required. All raw materials obtainable in 
the open market. Every formula may be used freely 
by every purchaser of the book. Formulas are so new, 
so valuable, they offer a real commercial advantage— 
include fruit flavors and essences for manufacturers of 
confectionery, syrups, mineral waters, ice creams, cus- 
tard powders, etc.; fruit ethers for boiled goods and 
sweets; wine flavors for distillers, confectioners, etc.; 
oil compounds, herbal extracts. Price $10.00 Postpaid 


COSMETIC DERMATOLOGY by Herman Good- 


man, M. I). 54 chapters covering the field from 
acne to vitamins and hormones. . Price $6.50 Postpaid 


Order the books you want today. Use 
convenient coupon. We pay postage on 
orders accompanied by remittance. 
Postage on foreign orders is extra. 





Book DEPT. 
ROBBINS PERFUME 
9 East 58th St., New 
d find check (or money © 
i sl books wante an 
i \ ‘ 
bs scien 7 ene Skin Diseases = 
E eer & Applic. Perfumes ($8.00) 
FS ntodors Soap Making ($7.50) 
[] Flavors and Essences ($10.00) 


Rn COMPANY, Inc. 
York City, N- Y. 
rder) for the following 
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City and State 













FAITHFUL SERVIC? FOR OVER FIFTY YEARS 


J HN/HOF a 
G Le J sales ay heal 


METAL: EMBOSSED JOHN HORN, Labels, jiswvork city, NY 


ENGRAVED (Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS) 


DIE STAMPING FOR BOXMAKERS oa sthites Dita: FLOOR 


Address 
City 















CLASSIFIED ADVERTISEMENTS 
HOT OFF THE PRESS! 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 


Please send check with copy. Address all communications to The winter issue of “‘Consolidated 
News” listing the stock of the largest 
suppliers of Good Used Equipment to 
BUSINESS OPPORTUNITY the Chemical and Process industries. 
Send for your free copy today! 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


REPRESENTATIVES WANTED IN VARIOUS CITIES TO SELL 
ESSENTIAL OILS AND AROMATIC CHEMICALS. WRITE 
WITH FULL DETAILS. Box 2316, The American Perfumer. 
LABELERS—semi-automatic, World, Ermcid, National, motor driven. 
SITUATION WANTED ~“MeDonald weeks, motor driven. 
FILLING as Portable, Vacuum, Rotary Vacuum, 
yphon. 


CHEMICAL SALES—Recent graduate wants to sell organic chem FILLING MACHINES—paste—Karl Kiefer. Visco, Elgin 2-spout, 


nal z . : i] | AB. Illinois °37. M.S Wire piston type, Colton hand tube and jar. 
icals, aromatics, essential oils, or solvents. A.B. Illinois “37, M. FILLING MACHINES—powder—Day auger, Stokes 15-A, Stokes 15-C, 
Illinois “38. Single, Christian. 3 yrs. Lab. and non-technical sales Stokes and Smith, Pneumatic scale 12-spout. 


experience obtained during interruption of college training. Box GLASS LINED TANKS—open and closed, 10 gallons to 500 gallons. 
2317. The American Perfumer. SIFTERS AND MIXERS—Dry powder—50 Ibs. to 4000 Ibs. 


PACKAGING UNITS—Pneumatic scale, carton feeders, top sealers, 
bottom sealers, 2-stage weigher, wax liners. 


MISCELLANEOUS—Large selection of: Glass Lined Storage Tanks. 
Pu.verizers, Pill Mass Mixers, Colloid Mills, Coating Pans, Portable 
Agitators, Boilers, Grinders, Screens, Stills, Drug Mills, Sifters, 
Fi.tes Presses, Tanks, Pumps, Kettles, Ointment Mills, Filters, etc. 
SEND FOR COMPLETE BULLETIN. 


What hace you for sale? Send usa list. 


want to register a TRADE MARK ? 


We Buy and Sell from a Single Item to a Complete Plant. 


Consolidated Products Company, 
14-15 Park Row 3 New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 


write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 
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ONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


COLLAPSIBLE TUBES « SHEET METAL GOODS 
CORK TOPS . SPRINKLER TOPS . DOSE CAPS 
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presents wike 


Our registered brand, “LEONARDO 
DA VINCI,” of finest selected Sicil- 
ian Oils for that trade seeking the 


rae ee eee ultimate in ingredients, including: 


OILOF LEMON OIL OF BERGAMOT 


Pertume Compositions OIL OF ORANGE OIL OF MANDARIN 


And remember, Standard Synthetics 


" “— now carries in stock in the U. S. a 
Di tay general line of the finest natural 

and chemical aromatics which the 
Terpeneless and 


world can supply. No longer is it 
Sesqui-Terpeneiess Oils : . 
fe necessary for you to import direct. 


Real English Tolfee Flavors 


Ceoneutlte OG e@ux. 


We also offer the finest assortment of bou- 
quets and true flower odors for perfumes, 
toilet waters, creams, lotions, etc., for firms 
who do not have their own laboratories. Ask 
for suggestions, samples, quotations. 


Se at ee 


Fixative ROSACRETE with 
Otto of Rose Character 





Chemist, factory manager. 


perfumer. owner 


ANYONE INTERESTED IN COSMETICS WILL 
FIND THIS BOOK A VALUABLE HELP. 


( Modern Cie 


By Francis Chilson ... $6.00 postpaid 


This edition is virtually a new book—with considerable new 
material. Modern manufacturing processes described with- 
out unnecessary detail. Uses of new materials indicated. 
Many formulas given for all types of cosmetics except 
hair dyes. 


64 chapters arranged under the following 16 sections: The 
Skin; Cosmetic Classification; Formulation, Production 
and Packaging of Cosmetic Powders; Creams and Pastes; 
Liquids; Make-Up Preparations; Manicure Preparations; 
Deodorants; Depilatories; Suntan Preparations; Eye Prepa- 
rations; Miscellaneous Hair Preparations; Bath Prepara- 
tions; Miscellaneous Cosmetics; Production and Equipment 


Data; Tables. 


Over 70 cosmetic products described, with formulas and 
manufacturing discussions. Clearly and simply written. 
564 pages . . . $6.00 postpaid. 


Order your copy today from ROBBINS PUBLICATIONS 
BOOK SERVICE, 9 E. 38h St., New York City. 


February, 1939 








THE WAY WE FUSS 


about 


SHEROLATUM 


THE IMPROVED PETROLATUM, US.P. 


You’d think the whole national welfare was at 
stake. But it’s just our stubborn method of 
check and double-check to be sure that every 
last ounce of Pennsylvania straight run stock 
comes out filtered, pure petrolatum, entirely free 
of sulphur compounds. 


Sure that every lact ounce will be odorless, taste- 
less, uniform, safe against rancidity, and well 
ahead of the U. S. P. requirements. 


Sure that your products will get full benefit of 
the long smooth Sherolatum fibre that is ideal 
for cosmetics and pharmaceuticals—plus the 
economical qualities that competition demands. 
Refined at our own refinery at Warren, Pa. Write 
today for the whole story on Sherolatum and how 
it can save you money on production. 


Note for Wholesale Druggists: Try Sherolatum in beautiful 
lithographed tins. It's a profitable resale item. 


SHERWOOD PETROLEUM COMPANY, Inc. 


Refiners of American Medicinal and Technical White 
Mineral Oils, U. S. P. and Technical Petrolatums 


Main Office: ENGLEWOOD, N. J. 
BRANCHES THROUGHOUT THE NATION 
@e@ee@eeooede0dede0edee0e00800808080 


ABOUT SLOW DEL- 
IVERIES AND UNCER- 
TAIN QUALITY AND 
WMIiGH PRICES .. . 
1F YOU'D LISTEN TO ME 
ANO BUY ALL YOUR RAW 


MATERIALS FROM 


Bead 
aoa 


LIFE WOUVULO BE ROSY FOR YOU 
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CHARABOT er CIE 





“ .. Like to the Alps themselves” 


Bw HE towering Alps personify many things to many 


S 


people. They have stability ... they are bulwarks 





of strength . . . they are sheer outlines of per- 


‘ 
t 
i 
NS 
severing character. And with the passage of the 
years they persist as living symbols of dependability. 
| Our friends state that in many ways, Charabot et Cie 
is “like to the Alps themselves.” We appreciate the 
compliment and when we examine the statement its 


propriety is seen. True it is that our firm is old. Yet it 





UNGERER & CO. 


is ever-changing and adapting to conditions with never 
a sacrifice in basic strength. 

In our business of producing natural flower products 
of excellence and superfine FRENCH essential oils we 
shall constantly strive to maintain the truth of the com- 
parison. For, it must always be said that Charabot et 
Cie ‘““—is like to the Alps themselves.” 


The full value of this sheer fortitude of character and 


excellence of products is at your disposal. Consult with 


AUTOCHROWE 
CAPS 


rN, UNQUESTIONABLY THE FINEST CAP 
AUTOMATIC EQUIPMENT EVER PRODUCED 


AND ADVANCED METHODS 
OF MANUFACTURE 


EPIRA 
— Ine 


e1NGe 


BOSTON, MASS. . 


ARK EXCLUSIVE CANADIAN REPRESENTATIVES — COLLAPSIBLE TUBES AND CONTAINERS, LTD., TORONTO, CAN. 





